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Rough Proofs 


Communist publications in the 
United States like to be known as 
“liperal,” and recent revelations 
prove that they are—with other 
people’s money. 


~~ 


According to current investiga- 
tions, Communists are boring from | 
within in some pretty respectable 
organizations. This is denied, but 
i's agreed by everybody that 
they're certainly boring. 


- «3..% 


Now newspaper writers are say- 
ing that Lincoln wasn’t known as 
“Honest Abe” until after his death, 
while Sandburg records that during | 
his first presidential campaign he 
was called “Honest Old Abe.” The 
usual 8 to 5 that Carl’s right. 


oe 


Seven copywriters tackled the job | 
of producing retail copy for a com- |; 
bination radio, phonograph and re- 
corder,-and all agreed that it was 
exciting, thrilling and amazing. | 
Who says copy experts don’t run | 
true to form? 

v v v 


Perhaps the really big story) 
about that wonderful combination 
Raycordo was the exciting, thrilling 
and amazing price of $49.50, with 
no down payment. 


 S ¥ 
J. W. Pepper will handle the ad- 
vertising of the Mutual Benefit 


Life, and you can bet the field men 
already know what to expect from 
now on. 

7s» T FY 


Jack Benny has bought an ad in 
the Waukegan high school annual, 
thus lifting that publication out of 
the red. That’s fine, but how is 
Jack going to square himself with 
Variety? 

= | 


Both ASCAP and BMI are sign- 
ing consent decrees with the De- 
partment of Justice. And Thur- 
man Arnold didn’t even say, “Is this 
a private fight, or can anybody 
get in?” 

7, wv ¥ 

Pennsylvania Hotels Association | 
is urging sales managers to have 
their traveling men stop at hotels. | 
It’s a good idea—it is still pretty 
cool to sleep in the park. 

er 9% 

John Askling, who used to work | 
for Koos Bros., has changed over to | 
Hockenjos. Now when people ad- | 
dress him incorrectly, he has to 
admit he’s Askling for it. 


v 


|commodities by 


. w= 

Verst Publishing Company is re- 
ported to have invented a net profit 
ue detector, although you may have 


| 


tad the impression that the Bureau 
% Internal Revenue had a patent 
m that. 
v 7, = 
The only time you begin to doubt 


he infallibility of your favorite ra- 
dio sports commentator is when he 


“arts telling what he thinks of 
athaletes, 

v v v 
‘U. S. Railroads Big Buyers of 


como ives.” — Newspaper head- 


e" Spite of the keen competition 
“the model railway operators? 


v v v 
Marti Block, who operates that 
Make-Believe Ball Room _ over 


,» is reported to collect about | 
a year for his efforts. That’s 
800d pretending. 


0 009 


Copy Cus. 


Telegram 


‘trace the movement of 
|merchandise into the hands of con- 


New Study Traces 
Movement of Goods 
in Retail Stores 


"World-Telegram" Re- 
lates Promotion Factors 
to Sales 


New York, Feb. 
ing’s energetic search 


13.—Advertis- 
for basic 


merchandising facts that contribute | 
improved marketing rnggponree A ih 


to 


was emphasized here this week 


when full details were made avail- | 


able for the first time regarding an 
unprecedented research project 
launched by the New York World- 
and due for expansion | 
nationally through Scripps-Howard | 
newspapers in other cities as well 
as leading papers unaffiliated with 
this organization. 

The project, which has been in 
the process of development for sev- 


IMPROVEMENT _ 


’ 
FOR HAPPY HUSBANDS ~ WISE WIVES SERVE THE NEW 


MAXWELL HOUSE 
NOW 55% RICHER 


IN EXTRA-FLAVOR COFFEES! 


eral years and in actual operation | 


more than 12 months, seeks to 
advertised 


for 


sumers and to examine this pro- 
cess in the light of all promotional 
devices employed to stimulate sales. 
By conducting the investigation on 
a continuing basis it is hoped that 
a determination can be made of 


|what balance of investment in ad- 


vertising media is most effective in 
producing consumer purchases. 

For the time being the survey is 
being confined to the movement of 
more than 600 grocery 
rently distributed in this market. 
Later the standardized technique 
will be applied to all other impor- 
tant product classifications. 


Careful Procedure Developed 


In developing the procedure 
finally adopted, World - Telegram 
researchers, under the direction of 
Vernon Brooks, national advertis- 
ing manager, considered three pos- 
sible methods of developing a con- 
tinuing study of the rise and fall 
of consumer purchases. The first 


|}minimum. 


was a monthly consumer purchase 
record covering a controlled cross- | 


isection of families throughout the | 


metropolitan New York market 
|area; second, setting up a monthly 
jobber inventory in each of the 


|wholesale grocers serving the mar- 


ket; and third, instituting a monthly 
inventory in a controlled panel of 
retail grocery stores, reflecting a 


cross-section of the market and 
'showing the exact number of con- 
sumer-purchased units of various 


size and brand. 


All three methods were tested, 


| but the first was discarded because 


of the difficulty and expense en- 
tailed in securing an adequate sam- 
ple of families in the New York 
area in which the error factor 
could be reduced to a reasonable 
The second method was 
likewise cast aside as impractical 


GOOD TO THE LAST DROP 


8 ORT) ie oe Meme Mee Safe Fann it Meee ms me hy Seen Meet Sen Somat a) Conte nw 


Maxwell House newspaper copy which 

features a "55°% richer in extra-flavor 

coffees" theme. This advertisement ap- 
peared in Indianapolis. 


86 General Mills 


Contests Waged 


in Past Decade 


items cur- | 


because of the obvious lag between | 


sales by wholesalers to consumers 
and actual consumer purchases. The 
(Continued on Page 33) 
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Rough Proofs I 


Voice of the Advertiser 


Total 
Entries 
Promotions 


of 8,000,000 


Minneapolis, Feb. 13.—More than 
8,000,000 contest entries—that’s the} 


record General Mills has rolled up| 


since its initial contest in 1932. 


Eighty-six contests, of every kind | pose, 
have proved the) plied: 


and description, 
General Mills 
tention that an 


organization’s 
invitation to 


con- 


tion getter. The Minneapolis flour | 
}and cereal manufacturer reports | 
the history of its contest sales pro- | 


i\thence to Congress, 
| tions subcommittee 


|annual supply bill was reported ad 


| big as the present one for United | the first 32 that 


win| considering the 
| $10,000 in cash is a sure-fire atten- | 


Repeal of Fair Trade Act 
Urged j in Report to TNEC 


Treasury Eager 


to Advertise 
lts Baby Bonds 


Washington, D. C., Feb. 12.—)| 
Funds for advertising to promote | 
the sale of baby bonds are desired 
by the Treasury Department, an 
may be requested later through an | 
estimate to the Budget Bureau and 
Secretary Mor- | 
genthau told the House appropria- 
last December, 
it was learned this week when the | 


the House. 
“If we could really make a pop- 
ular drive, two or three times as 


States savings bonds,” Mr. 
thau told the committee, 
that we would get would come from 
private savings and it would not 
increase bank deposits. With that 
lin mind I would like you gentle- 
men later to make it possible for me 
to pay for an advertising program 
to reach the people.” 

“I think it would be a good in- 
vestment if we had some money so 
we could start right after the first 
of the year and go out and make 
this appeal to the people, the small 


Morgen- | 


Received ods investors, to invest in these bonds,” 


he continued. “As it is now, I am 
| only using the post office and am 
\forced to send all my circulars 
‘through the mail and I cannot ad- 
vertise one dollar’s worth.” 

Asked specifically if he had 
yet requested money for that pur- 
Secretary Morgenthau _re- 
but I 
submission of 


“I have not this year, am 


an 


estimate through established budget | 


” 


channels. 
Mr. Morgenthau testified that at 
one time he had some funds for this 


motions in the current issue of its| purpose but that Congress took the 


house 

wheel. 

General Mills uses contests 
(Continued on Page 30) 


organ, 


” 


“The Modern Mill-|money away. 


in | advertising 
| who had criticized the program. 


He laid some of the 
|blame for the disappearance of the 
budget on publishers 


“the money | 


°| | most 


Last Minute News Flashes 
To Launch New Campaign for ScotTissue 


Chester, Pa., Feb. 
improved quality and lower price, 


Life. Following this double-page 
ScotTissue,” 
magazines. 
paign. 


The 


14.—Featuring a double-barreled sales appeal of 
Scott Paper Company will launch a 
new campaign in national magazines starting with the March 3 issue of | 
announcement of 
insertions will appear in the April issues of several women’s | destroy 
familiar Scott twins will appear throughout the cam- 
J. Walter Thompson Company is the agency. 


“improved, softer 


Larvex to Run Expanded Magazine Campaign 


New 14. 
last year, 
vex in 
July, will emphasize that 
Erickson, Inc., is the agency. 


York, Feb. With a 


Edgar Wilde Made Phillips-Jones Advertising Manager | 
om Fizdale | 


New York, Feb. 
and Earl Ferris 
tising manager 


14.—Edgar G. 
publicity 


Detroit, Feb. 14. 


budget considerably 
Zonite Products Corporation will launch a campaign for Lar-| decrease the charge to the con- 
April issues of ten national magazines. 
“moths will never 


Wilde, 
organizations, 
of Phillips-Jones Corporation. 
| Fitch, who resigned recently due to ill health. 


expanded over 
Copy, to run through 
eat this suit.” McCann- 


formerly with the 


has been appointed adver- 


He succeeds Herbert G. | 


Arnold Assistant Asks 
End of Miller - Tydings 
Enabling Act 


Washington, Feb. 13.—Repeal of 
'the Miller-Tydings Resale Price 
Maintenance Act was advocated yes- 
terday in a memorandum by Corwin 
Edwards, assistant to Thurman Ar- 
noid, Justice anti-trust chief. The 
|/memorandum was included in a 
gener ral report presented to the 
|Temporary National Economic 
Committee by Thurman Arnold. 
The Committee is hearing testimony 
from various government depart- 
ments and Mr. Arnold was the first 
|to testify. 

The Edwards memo charges that 
“the passage of resale price legis- 
lation has become a classic example 
of the use of misrepresentation by 
a pressure group.” It is stated 
there were public hearings on the 
measure in Only three states out of 
approved the pro- 
|posal. The lack of public hearings 
on the establishment of retail prices 
is cited as a serious imperfection of 
the law. 

According to the report, “the 
price fixing power granted to pri- 

vate individuals by these state laws 
is far greater than that which is 
exercised by the public officials of 
these states and far greater. than 
that which any federal public of- 
ficial may exercise.” 


Claims Aid to Chains 


Aid to the chain stores is charged 
against this type of legislation by 
the statement that, “first, it has re-+ 
lieved them from competition of 
'the pineboard independent and thus 
protected them from the newest and 
effective channel through 
which fast-moving packaged drugs 
can reach the consumer at low 
|prices. Second, it has enabled the 
|chains to organize a low-price raid 
against any independent drug store 
| without fear of retaliation.” For 
the alleged actual effects of retail 
| price controls, the TNEC mono- 
graph on price behavior is cited. 

The report finds that “the simplest 
|and most effective way to restore 
| competition in such cases is to re- 
| peal the Miller-Tydings amend- 
;ment. Such action would not 
| strengthen the chains against the 
| independents — indeed, it might 
|have the opposite effect. It would 
|not threaten the existence or the 
prosperity of independents as a 
group, for these were not in jeop- 
ardy when the act was passed and 
are not in jeopardy now. It would 
|restore competition in_ retailing, 
the unlawful monopolies 
,and restraints of trade which now 
use this amendment as a _ pre- 
text for their existence, and make 


|it once more possible for the in- 


genuity of American business to 
sumer for distribution of goods.” 

Aside from recommending the re- 
peal of the Miller-Tydings Act, the 
Edwards memo presents 19 pages of 
data on this law and reasons why 
it should not be retained on the 
statute books. 


Tydings Joins Fight 


Senator Millard Tydings of Mary- 
land, co-author of the act, today 


Mackey Thompson Made Ford Contact Man in Detroit took sharp issue with the Edwards 


Mackey Thompson has been transferred from the |memorandum, and as a result was 


Los Angeles to the Detroit office of McCann-Erickson to serve as account| invited by Sen. O’Mahoney, TNEC 


executive on Ford Motor Company. D.C. Warman, former U. S. Adver- | chairman, 
| tising Corporation copy man, and Arthur H. McClure, formerly with the committee and question Edwards. 
16 Detroit Times, have been added to the local McCann-Erickson office. 
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statement of Edwards that the act 
had been misrepresented was un- 
fair and misleading. The senator 
also took occasion to denounce PM, 
New York newspaper, for state- 
ments which it has made about him 
in this and other connections. 

The Department of Justice ad- 
mitted, in connection with the 
Tydings blast, that it had made no 
investigation of its own into the 
operation of the Miller-Tydings 
Act. 


Gives Broad Program 


Thurman Arnold, in making his 
presentation to the Committee, out- 
lined a broad program for the im- 
provement of the anti-trust laws. 
He left no doubt in the mind of the 
Committee that the Sherman Act, if 
properly enforced, can be of much 
assistance to the present national 
defense program. 

He cited the fact that his unit had 
been studying restraints in defense 
industries for a period of two years 
and had found agreements which 
now seriously restrict the produc- 
tion of materials essential to defense 
preparations. 

He also declared that the anti- 
trust division should be used to pre- 
vent the skyrocketing of prices of 
consumer goods, so as to offset any 
unnecessary advances made as a re- 
sult of increased demand. He spe- 


cifically called for grand jury inves- 
tigations in the food, housing, 


household appliances, and drug in- | 


dustries. 

Close cooperation with the Fed- 
eral Trade Commission was urged 
by Mr. Arnold when he advocated 
investigations of a general nature 
into various industries by the Com- 
mission. This he believes would 
greatly aid the enforcement of the 
Sherman Act. Also he believes that 
the Commission should be a fact 
finding agency for the courts in any 
pending anti-trust case. Thus the 
court would have the expert find- 
ings of the Commission and could 
either take them into account or 
ignore them as might be decided. 


Discusses Trade Barriers 


Trade barriers between the vari- 
ous states were also. discussed. 
This subject, which has received 
much attention lately from the In- 
ter - Departmental Committee on 
Trade Barriers, would be a part of 
the program of closer cooperation 
between FTC and anti-trust. Un- 
der this plan the FTC would make 
studies of any local ordinances or 
state laws which conflict or inter- 
fere with interstate commerce. If 
these laws were found by the Com- 
mission to interfere with interstate 
commerce then any federal court 
could be empowered to enjoin the 


enforcement of such laws. 

Greater control 
also advocated by Dr. Arnold, to 
provide specifically that a holder of 
a patent grant unrestricted licenses 
and not impose restrictions upon the 
buyer in sales of patented articles. 
Assignment or sale of a contract 
would be recorded with the Federal] 
Trade Commission. 


of patents was) 


Dr. Arnold urged that his division 


be equipped in such a manner as to 
enable it to provide assistance in 
the reorganization of business. Pro- 
posed mergers by which any com- 
pany would control more than 50 
per cent of another company would 


| have to be registered with the FTC 


'Crawford Act, 


or SEC 30 days before the actual 
transfer so that monopolistic prac- 
tices could be avoided, he recom- 
mended. 


N. Y. BILL WOULD “AMEND” 
FELD-CRAWFORD ACT 

Albany, Feb. 13.—Proving once 
again that there are more ways 
than one to skin a pig, Sen. Carl 
Pack, of New York City, and Assem- 
blyman Harry Suitor, of Niagara 
Falls, have introduced into the state 
legislature bills to amend the Feld- 
New York’s fair 
trade act, for the ostensible purpose 
of strengthening enforcement of 
that act. 

Whether this is the real purpose 


ACTION = 


IN AMERICA’S SECOND MARKET... 
NEW SHOWS started by WBBM in the last 


two months number six. And our salesmen are 
toting a new half-dozen for your considera- 
tion. Consider this, too. Nine years in a line 
advertisers have laid more cash on our count- 
ers than with any of our competitors. That's a 
record. It’s a response to results they receive. 

Pictured below are Burry Bakery men, makers 
of CRAX, talking over their new program's 
results with WBBM’s Tommy Bartlett. 


back of the products they sell. 


WORLD'S BUSIEST CORNER! State and Madison, Chicago. 
America’s second market p/us primary dominance of 222 addi- 
tional urban centers and half a million farm families .. . that’s 
the market WBBM can give you a “corner on.” A market of 
ten million people, $5,965,863,000. And a market easy to 
influence with a single medium, WBBM. 

Get the facts. Get on WBBM. And get selling to millions 


more. 


DEALERS. Writes Mr. Paris, Nelson 
Brothers’ manager for their store in the 
nation’s thirteenth largest city:“WBBM, 
although ninety miles away, exerts a power- 
Jul influence on Milwaukee. And on me, 
incidentally. Because | know it produces 
cash register customers.” Two surveys 
have shown dealers in general have a 
30% preference for WBBM advertising 


Talk About 


50,000 WATTS 


the Columbia Broadcasting System 


New York, Chicago, Detroit, St. Louis, 
Charlotte, Los Angeles, San Francisco 


CONSUMER DEMAND! 


We build it! Originated by 
WBBM each week are 34 big 
CBS shows. Shows whose aver- 
age CAB rating is far higher 
than their competition. That il- 
lustrates WBBM’'s abundant 
abilities and facilities. Convinc- 
ing proof that we can create con- 
sumer day-in-and-day-out de- 
mand. That we can build it for 
your program and product. Be- 
fore you buy radio anywhere— 
local, network or spot—why not 
see what WBBM’'s sales-con- 
scious program department can 
suggest? Incidentally, the pic- 
ture above is of Dale Evans, star 
for Bowey'’s Dari- Rich show 
which is written, directed and 
produced by WBBM. 


CHICAGO 


Owned and operated by 


Represented by RADIO SALES: 
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FEELS LOVELY 

On YOUR SKIN 
THIS SOFTER, SUMIER 
(VORY LATHER! 


Today! Improved Ivory Soap! © 
The same pure Ivory. now made ® 
ds ove 


CREAMY, SOFT SUDS 
for your face! First you'll 
notice the “creamy” feel of 
the cake—then you'll mar- 
vel at the creamier lather 


«IND TO BUSY WANDS! 
Ne need to wee strong soap for 
dishes with Improved Ivory here! 


HAVE YOU TRIED MY 


IMPROVED IVORY SOAP! 


EASIER-SUDSING-IN HARD WATER! 


Now you get creamier, thicker 
| suds—faster—from the same pure gentle 
Ivory Soap—made a new way! 


THAT'S WHAT | CALL 
SUDS THAT ARE suDs! 


FREE! $100 & month for lite 

mong’ Great new content’ Listen te Foory 
pragrems te Cam Re Beautiful” and 

a on Mondays, Thursdays and 
fat de as 


J 99 *%o0% PURE 
2. IT FLOATS 


This newspaper copy indicates one approach which Ivory will make to threats to 
its hold on the floating soap market. A ‘handsome new, whiter cake, new wrapper, 
easier-sudsing'"—these are some of the improvements copy stresses. 


seems highly debatable to propon- 
ents of fair trade legislation, who 


jare already gathering their forces 
'to fight the measure. 


| make 


Under the proposed amendments, 
a resale price could be effectively 
set only by filing that price with 
the secretary of state and by giving 
notice, “by mail, to each vendee in 


the state to whom he has sold the | 


commodity.” 

This provision in itself would 
the setting of resale prices 
more difficult, but that’s only half 
the story. The manufacturer set- 
ting a resale price would also be 
required to “place upon the com- 


modity, or upon a label attached 
thereto, or upon the container 
thereof, plainly visible, indelibly 


printed figures stating the stipulated 
resale price and the words ‘Price 
fixed by manufacturer under Feld- 
Crawford law.’”’ And those favor- 
ing price maintenance can’t conceive 
of many manufacturers who would 
be eager to label their merchandise 


jas “price fixed.” 


| 


Patjens Succeeds Cohn 
in Subways Post 

William S. Patjens, formerly 
Eastern manager for The Ameri- 
can Weekly, has 
been appointed 
sales manager 
for the New York 
Subways Adver- 
tising Company. 
He will put into 
operation a com- 
prehensive plan 
for subways ad- 
vertising in New 
York, the details 
of which will 
soon be an- 
nounced. J. Wal- 
ter Thompson 
Company has 
been retained as counsel 
New York Subways 
Company. 

He succeeds Arthur Cohn, for- 
merly vice-president of Collier Ad- 
vertising Service, who has resigned 
as director of sales of New York 
Subways Advertising Company, 
which he has served since dissolu- 
tion of the Collier Advertising Serv- 
ice last fall. Mr. Cohn, whose 
father was one of the pioneers in 
transportation advertising, expects 
to re-enter the field after a vacation 
of several weeks. 


W. S. Patjens 


for the 
Advertising 


Florence Advances Three 
The Florence Stove Company, 
Gardner, Mass., has advanced H. E. 
Golden, former general manager of 
the New York division, to general 
sales manager, and promoted H. R. 
Singleton to assistant general sales 
manager and R. H. Taylor to sales 


manager of the New York division. 


Kudner Shifts Wines 


James P. Wines, publicity direc- 
tor for the Fisher Body account at 
Arthur Kudner, Inc., in Detroit, has 
been promoted to account executive 
of the Fisher Body account in New 
York. 


News Every Hour 
Is New Mutual 
Program Policy 


New York, Feb. 12.—In order t 
jincrease its daytime listenershi; 
|Mutual Broadcasting System. thi 
week announced the inauguratio; 
| of a new program policy. 
| Beginning Feb. 24, Mutual wi! 
|offer news every hour, either in ; 
15-minute period by a commentat 
or a five-minute period of bulletins 
| by a press service, from 10 a. m. t 
6 p. m. In addition, four serial 
|}will be presented consecutively 
|from 1 to 2 p. m. Monday throug 
Saturday. 
sors for the solid block of serials. 

The new program policy follows 
|an expression of views at a recent 


meeting of Mutual program direc- 


tors. 


Stinson to Schipper 


| Stinson Aircraft, Nashville, divi- 


sion of Vultee Aircraft, has ap- 
| pointed Schipper Associates, Detroi! 
jto handle its advertising. Vulte 
recently appointed 


| stitutional advertising, a campaig 


already under way in aviation, busi- 


ness and national magazines, in- 
cluding Fortune, Newsweek an 
Time. 


Mutual will seek spon- 


Logan and 
| Rouse, Los Angeles, to handle in- 
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There wa 


s a voice that cried in the 
wilderness of France six years ago 


And in the wilderness of American advertising there is a voice crying today 


Over six years ago, General de Gaulle asked 
the French command and the French govern- 
ment for a mechanized army. 


He pointed out the fallacy of the Maginot Line. 


He foretold the importance of aircraft . . . of 
tanks . . . of swift mechanized mobile troops. 


He foresaw the moves of the Nazi high com- 
mand... He knew that the war of 1940 would 
not be thatof 1914... And his request was denied. 


His superiors believed in the impregnability 
of the Maginot Line. They were sure that 
attack would result in immense and insupport- 
able enemy losses. There was no change in 
their opinion. Fortification and foot troops 
were still the important factors. 


We know what happened to France! 


Today's advertising, “scientifically” planned to cover all 
bases—split by the regulation system into half a dozen 
minor campaigns—brings us to the slaughter of dollars 
and the stalemate of success that the war method of 1914 
achieved. Advertisers sometimes forget strategy and daring. 
They defend—instead of attack. Like a war college, they 
are painfully—oh, so painfully—scientific. 


Yet many advertisers risk defeat when competitors take 


advantage of the new strategy, new daring, new use of 
media available to all. 


The American Weekly comes out frankly—and selfishly 
—in favor of a new and more effective use of the advertis- 
ing dollar. 


The American Weekly offers national advertisers access 
to more than 7,000,000 homes—the biggest single market of 
any magazine published anywhere in the world. 

This is a lever big enough to move all America. Like the 
mobile mechanized army, it is a big enough force to con- 
quer when it is used in a big enough way. 

r y y 
An advertiser who starts in The American Weekly as the 
biggest and most powerful of all national advertising media 
will move the American millions. 

An advertiser who continues week after week and month 


after month will establish permanently the leadership of 
his product. 


An advertiser who keeps on splitting the appropriation 
into a little in The American Weekly, a little radio, a little 
magazine space, a few newspapers, a sprinkling of outdoor, 
accomplishes something with his advertising dollar but is 
likely to find the force of his campaign dissipated by his 
conservatism as similar conservatism dissipated the power 
of the French army. 


For an example of The American Weekly power, take this one: A 
well-known book publisher used nine back covers at $20,000 
each — total $180,000 —in The American Weekly during 1940. 

These were mail-order advertisements. They had to pay. Three 
of them featured a Garden Encyclopedia at $3.65 and $4.00 
@ copy. Such a book interests only families who own their own 
homes or rent homes with gardens. The American Weekly has 
plenty of city circulation. But it also has coverage so immense, 
reader interest so humanly universal, that a mail-order garden 
book can pay ovt on a $60,000 investment. 


For any advertiser who is open-minded enough to believe 
that in this day, as in all the days of the past, strategy in 


advertising is more important than anything else, The 
American Weekly has a special new message. 


THE 


Greatest 
Circulation 


in the World 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Bune... Cawaco.. 


Heanst Bupc.. Sas Frascesco . . 


ERICAN 
== DAW/EEKLY 


“The Nation’s Reading Habit” 


. 5 Wivrenor Sovans, Bostos . . 


. Gevenat Motors Bupc., Derrorr . 


. Awcane Binc.. St. Lovrs .. . Bormeo~w Bunc.. Los Awceues 


. Hawee Bune., Corvetaso .. . 101 Manrerra St., Artawta 
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ADVERTISING AGE 


Sebacco Road’ 


NOW ON SCREEN 


Oklahoma Publishing 


Hits Screen After 
Nine Fat Years 


New York, Feb. 11.— “Tobacco 
Road,” that hardy perennial of the 
stage which was panned by the 
critics at its premiere but which is 
now in its ninth year, has been 
translated into celluloid by Twen- 
tieth Century-Fox Film Corpora- | 
tion. The film version, to be un-| 
veiled here this week, will be ad- 
vertised in newspapers and maga- 


fhe Oeey of omen 


tomonsow ssn ROXY 


Company Shifts Three 


tising manager of the 
> 


cial manager of 


been made advertising manager. 


zines to the tune of more than 
$250,000. 


be notable for its restraint. No ref- 


Twentieth Century-Fox will use news- 


: oe 37) | Papers and magazines to push film ver- 
Promotion of the new film will | den af “tan Gand” 


tional advertising 
the Oklahoman and Times. 


erence will be made to the fact| 


from 


last it’s on the screen.” 


a version, Twentieth Century 
; that practically every 


feels | 


1 T 
know little more than that it has} lines. 


been filmed. 
Advertising of the picture will) 


facts about the saga of the theater 
which “Tobacco Road” has become. 
Among them are the 3,098 perform- | New York. 


George 


that many local censor boards have ances which have set a new long- , 
restrained traveling comp anies| run record for a stage play, road| years traveling representative for 
portraying the drama ond tours covering 291 cities and 42) Quaker State Oil Refining Company, 
copy will stress the point that “at states, and the consumption by 10 Oil City, Pa., has been appointed 
“the | Since over | Jeeter Lesters of 62,900 pounds of advertising manager of Thurman 
8,000,000 people have seen the stage raw turnips. — 
The magazine 
7 | fan magazines. 
adult has | advertising will total a half million ‘e studi 
heard of the play and needs to| bn n | ture studio, 
: Kayton-Spiero Company is 
| the agency. 


also include some of the interesting Bijur Takes More Space 
Bijur 
tional space at 9 Rockefeller Plaza, vertising. 


Griffin Changes Post 


and Boone Furniture Company, 
, Roanoke, Va., succeeding Charles 
14 My. Sherrill, who resigned late in 
January to open a colonial furni- 


list embraces 
Daily newspaper 


etiiieaade Do-Ray Lamp to McCord 


Do-Ray Lamp Company, Chicago, 
has appointed the McCord Com- 
has taken addi- pany, Minneapolis, to handle its ad- 
Louis Melamed is ac- 
count executive. 


MEMPHIS’ BUSINESS 
TO BE GOOD-BABSON 


Says New PostDepression 
Highs Should Be Reached 
Here In 1941 
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rear. Heavier 
ules, rising Pay rolls and greate! 


nty. 1 forecast a ag 
F usiness during ne first 
ay shouid exceea the oo 
sponding period of 1940 by 9 P 
ao biggest gains will a 
he heavy industries, 
: be seen tically all lines will _ 
, the effects of the i pcaget a ore 
pansion program which a va 
t set in motion by its ¢ 
fense and rearmament program. | 
When factories are _— [ace 
perity trails along ay se pod 
city. Consequently, with oe 
look good for Memphis’ fac = 
retail stores should note incre os 
sales; theaters and Lie aggre 
should be well patronized, ie 
portation lines will yy *: _ 
freight oto peat wear a smile. 
i ector mile, 
arming areas have had a —_ 
tively good year as compares Be 
the previous one. With farm pie 
on the rise, it 1s to be onus a 
that the purchasing —; A. 
agricultural sections of Be 
will be as good a if not 
was in ' . 
| — of cotton and ire 
and certain other of the a wi 
a products have been restric Se 
4 domestic consumption is ng = 
crease, due principally to = 
creased purchasing power 
coming widespread. 
ment is also stimu 
South American ¢ 


is business. |... 
oe very optimistic on 
South as 4 whole an 
Memphis will be among the 


ress. The ci | 

ood business during 19 
She» first quarter exceeding 
same period of 1 
per cent. 


Reprinted From Jan. I 
Issue of the 


Commercial Appeal 


in- 
w be- 
The Govern- 
lating trade with 
ountries, and the 
South should be able to participate 


the 
i believe that 
the lead- 

+e . : rch of pros- 
ing cities in this ma , ly look 

’ rightfully 

ty can Tie 1941, with 
the 
940 by at least 5 


ve 


in. 


oAnc we'd say that Mr. Babson 
knows his business. And business is 
wielding a mighty purchasing power 
in the Memphis trade territory. 


@ For in the two acid tests of a 
market . . . people and spendable 
income, Memphis is right at the top. 
More than 399,540 radio homes con- 
stitute a market with wholesale sales 
in excess of one billion dollars! 


@ Write WMC, the pioneer radio 
station of this vast market, into your 
schedules for ‘41 and watch those 
sales pile up. 


- 


’ zat J patennar ay & ee 
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" Memphis, Tenn, 


Ralph Miller, for 15 years adver- | 


" Robert Chapman, who was made | 
— commercial manager of WKY three | 
years ago, will return to the na- 
department of | 


Harold Griffin, for the last five| stockholders and its customers, it | °" advertising now 


— 


. . ested in legislation unless it direct), 
Coo erative Action affects them, or who are willing « 
’ | “sell the other fellow down + 


river.” The too prevalent 


Farmer- tion of business men to “let Geo», 
Stockman, who has been on leave Good Reporting on do it,” and actually to e; _ 
of absence in New York during the . ; 

past year as manager of the Basic 


; . . | which may at the moment affee+ 
Newspaper Group, has returned to | egis ation ee e |; competitive enterprise or 
| ipet). 


| unsound or unreasonable |« 


Oklahoma City to become commer- 
WKY. Dewey | 
Neal, who has been acting advertis- | 
ing manager of Farmer-Stockman | 
during Mr. Miller’s absence, has | 


tive industry does no one a 
he contended. 


Perils to Business Con- 


stantly Increasing: 
“4 now pending, Mr. McMillan 
McMillan 'that the “Voorhis bill idea 


Chicago, Feb. 13.—“If business is |" ME2@ns 4 dead cont Diane ugi 
going to preserve the necessary the California Congressman ©as- 
degree of self-government and| UT died at the last session 
| self-regulation which it must pre-. far has not been re-introdu: 
| serve to be of greatest benefit to its “Perhaps the most ow bil 

fore Con- 


Reviews Legislation 
Reviewing legislation y 


| must learn how to deal with legis- | 8T@SS,” he said, “is the Lanham 
lation and the principles behind it,” | trademark bill, HR 102. It sailed 
George McMillan, secretary of the of passage last year and now 
Association of National Advertisers, | being actively studied by many 
told the Chicago Federated Adver- | #58°ciations. I do not speak for oy 
tising Club today. against it, but I cannot emphasize 

“When the heads of business, | °° strongly that everyon on- 


when executive management, really nected with advertising should be 
ltakes an interest in the subject, | thoroughly familiar with it, for 
| then its associations can go to work will affect trademarks, and a | ide- 
| and, by using the resources of busi- mark _ the only thing ats 
|ness—men from laboratories, from advertiser has to advertise. 
lthe shops, from advertising and| He also mentioned another bill 
sales departments—can make an introduced by Rep. Lanha to 
enlightened case.” make the copyright fee for any- 
Asserting that business is faced | thing $2. A recent ruling of the 
|with more and more regulation of | Register of Copyrights has raised 
and restrictions on distribution, MTr. | the fee for copyrighting advertise- 
MeMillan declared that two primary | Ments to $6, he said, and pa age 
steps must be taken to avoid the Of the Lanham measure =v uld 
legislating of business out of busi- | @Void this extra expense. 


ness. 


Efficient Reporting Needed Houbigant Introduces 
“First and foremost,” he said, Translucid Makeup 
“we need a quick and accurate dis- | New York, Feb. 14—Heralding 
semination of news about proposed “basic new idea” in cosmetics 
legislation and proposed regulations | Houbigant Sales Corporation today 
to all of those engaged in advertis- | revealed first consumer promot 
ing. One of our most glaring defi- plans for its Translucid makeu 
ciencies has been the fact that it has | line, marking the company’s initia 
been nobody’s business to supply us| entry into this field under the Hou- 
all—buyer and seller alike—with/ bigant name. Announcement copy 
legislative news.’’ Someone must fol- | scheduled for March issues of Har- 
low the thousands of bills being in-| per’s Bazaar, Mademoiselle, The 
| troduced in Congress and in the 43|New Yorker, Vogue and You, wil 
state legislatures meeting this year,| talk of “a sheer makeup for shee 
he said; someone must check the | beauty.” 
| multitude of court decisions, regu- The first newspaper insertion wi 
lations and the like, to make certain | be four-color roto copy in the St 
| that proposed legislation is reason-| Louis Globe-Democrat, placed 
able and sound. cooperation with three departmer 
“What else besides reporting is| stores, with similar copy to appe: 
needed?” he asked. “Perhaps not} jater in other cities. First an- 
often, but certainly in some cases,! nouncement to the trade will be ar 
coordinated action. That does not) 1)-page insertion in Toilet Requ’- 
mean lobbying—far from it. But) sites) J. M. Mathes is the agenc 
there are occasions when the con- 
sequences of a too-hastily drawn 
bill or regulation need to be pointed 
out to legislators and others. One s . 
cannot expect legislators to be Newspaper Linage Gains 
familiar with the thousands of | _ Gains in all major newspaper lin- 
measures on which they must vote. | — reese or age once Bor tee oe 
newspaper advertising volume 
1940 issued by the Bureau of Ad- 
vertising, American mag it 
Publishers Association. entitled 
Lobbying Not Involved “Another Pretty Picture,” the folde 
“I cannot emphasize too strongly | is the fourth in a series designed % 
that I am not concerned with lobby- a = 
ing as it is generally known. But) "vor 1940, compared with 1939, na- 
. we have not only the right, but 


; ; “ft } tional newspaper advertising, 
the duty, to present our side of the ¢jyuding automotive, was up 2.5 pt 


or 


Bureau Folder Reveals 


If business does not give them the 
facts, business has no right to criti- | 
cize their actions. 


case. The ANA has, on occasions, cent: retail, including departme? 
done that—openly and _ honestly.) stores, 1.3 per cent; total display, 1.0 


We have not been accused of lobby- per cent; classified, four per cen 
ing. We have not been persecuted. and total newspaper advertising 1 
On the contrary, we have gained creased two per cent. 

the liking and respect of officials -—— 

and legislators. . . 

“IT cannot for the life of me see New Accounts to Mace 
why business men should shrink Mace Advertising Agency, ! = 
from collectively placing their case Ill., has added two jell _ — 
before legislators and government. a aa ister Wainer Con ny 
Surely there is no Opprobrium in Quincy, maker of electro-hyd ul 
that.” elevators, and Illinois Broadeos'n+ 

Mr. MeMillan vigorously scored Company, Quincy, operator ta- 


associations and individuals in the tion WTAD. Both will us* is 
field who refuse to become inter- ness papers. 


WPTF 


CP 50,000 watts 


RALEIGH 
in the Center of North Carolina 


FREE & PETERS, INC. 


7 Exclusive National Representatives 
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Ip Philadelphia Ciby of Hones 


oe 


illustration Courtesy of The New Yorker 


“A Mr. Quigley is maiting to see you about the oil contract. There's 


a Board of Directors’ meeting at four. Your wife phoned—and here 


are the figures on advertising carried by Philadelphia newspapers” 


From time to time figures on the amount of advertis- 
ing carried by Philadelphia newspapers are published 
for the information of business men interested in the 
Philadelphia market. 

The Evening Bulletin believes that such figures 
are useful to the advertiser when their publication is 
accompanied by enough facts to enable an advertiser 
to make sound comparisons and conclusions. 

Publication of seven-day figures of a newspaper that 
publishes a Sunday edition and comparing them with 
the six-day figures of another newspaper that does not 
publish a Sunday edition, without clearly stating the 
basis of comparison, is confusing to advertisers. 

The Philadelphia Evening Bulletin is a six-day 
newspaper. It publishes no Sunday edition. The figures 
on volume of advertising carried by The Bulletin and 
other Philadelphia newspapers and given in the next 
column clearly state the basis of comparison so that 
the advertiser can determine for himself on what basis 
he wants to make his evaluation of total advertising 
carried by Philadelphia newspapers. 


Total Advertising Linage of all 
Philadelphia newspapers for 12 months 1940: 


Bulletin Leadership in 
Advertising Linage Over 
Other Newspapers 


Source Total Advertising 


clud Disp! 
Vedia Ree ords —= “e ry ry 


and Classified 
Bulletin (FE) 6 days 12,632,688 Lines 
10,131,470 Lines 2,501,218 Lines 


8,695,879 Lines 3,936,809 Lines 


Inquirer (M) 6 days 
Ledger (E) 6 days 


Bulletin has no 
Sunday edition 


Inquirer (S) Sunday 6,237,610 Lines 


Record (M) édays 6,162,124 Lines 6,470,564 Lines 


Bulletin has no 
Sunday edition 


Record (S) Sunday 3,870,851 Lines 


News (T) 6days 3,227,127 Lines 9,405,561 Lines 


(E) Eve.,6days (M) Morn.,6days (S) Sunday (T) Tabloid, 6 days 


Ilere’s a suggestion to advertisers. When newspaper figures 
are published that do not provide you with a clear basis of 
comparison just go to your advertising agency space buyer 
or your advertising manager and say “Get me the facts, 
all the facts about these newspapers.” These men, whose 
business it is to know all the essential facts about newspapers, 
have access to such reliable reports as Media Records for facts 
on advertising volume and to the Audit Bureau of Circulations 
report on any newspaper's circulation, how it is obtained, etc. 
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necrly everybody reads 


Vents BAe 


Copyright 1941, Bulletin Co., Philadeiphte 
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‘Health Detense’ 
Loaf Appears on 
Twin City Scene 


Minneapolis, Feb. 12.—A possible 
foretaste of what is likely to happen 
nationally when millers and bakers 
get squared away on their adver- 
tising claims for enriched flour was 
given this flour milling capital in 
the past few days when two bakers 
used full-page space to play up new 
appeals. 

Last 


Thursday saw a full page 
in the St. Paul Dispatch-Pioneer 
Press to advertise three different 
types of Taystee wheat breads, 


product of Purity Bakeries Corpo- 
ration, Chicago. While enriched 
flour didn’t get a mention, the em- 
phasis was definitely on the wheat 
content, ranging from whole wheat 
down to a much lighter bread, de- 
pending on individual taste. 

On Monday a two-color page for 
Holsum bread, product of Holsum 
Bakery Company, in the Minne- 


apolis Star-Journal, got much closer | 


to the issue with smashing copy 
announcing a “health defense” loaf. 
Both the Holsum and _  Taystee 
advertising was placed by Camp- 
bell-Mithun, Minneapolis, but the 
agency declined to reveal whether 
further promotion of the same type 


BREAD “ADVERTISING TAKES NEW TACK 


Enriched in VITAMINS and MINERALS © ? 
_.BUT MORE IMPORTANT... WCE BO We PREFER 7 | 


Enriched in op doeepnnal 


LAT THEM FOR FOOD ENERGY 
ENJOY THEM FOR FLAVOR 


You can enjoy this new white 
ordering HOLSUM from your grocer right now! 


f 
| WHY HOLSUM CALLS THIS NEW LOAF 
| WEALTH DEFENSE” BREAD 


TH DEFENSE Bahed by BREAD SPECIALISTS 


100" WHOLE WHEAT - 60/40 GRAHAM WHEAT - sowey CRACKED WHEAT 


These full-page bread advertisements in the Twin Cities indicate the type of 
copy which enriched flour may bring to the country shortly. 


was planned for either account. 
To complicate matters still fur- 
ther, National Tea 


week with 600-line copy extolling 
the merits of a new loaf, “enriched 
Company this with vitamins and iron.” Hutchin- 
week announced a new “timed” son Advertising Company placed 
bread, with a guarantee that no | the business. 


bread more than ten hours out of | oo 
KVOD Names Weed 


the oven would be kept on sale. in 
Station KVOD, Denver, has ap- 


its stores. 
Egekvist Bakeries, a local organi-' pointed Weed & Co., New York, as 
zation, also entered the fray this national advertising representative. 


A..: we mean it literally. 124 radio dealers in 70 
cities—scattered over 35 Northern and Central Cal- 
ifornia counties—were recently 
their customers most frequently request on push- 
button type automatic tuning installations. Every one 
listed KPO, And KPO was the on/y station listed by 


every one. 


There are still choice spot availabilities to be had 
on KPO. Ask your NBC Sales Representative about 


them. Or write or wire KPO direct. 


They put 
the finger 


asked what stations 


N 


WEW YORK CLEVELAND 


SPOT Sales Offices | SiMscue Hllome — 


Standard Time 


Throughout Year 
Urged for Radio 


Agency Radioman 
Would End Annual 


Changeover 


Chicago, Feb. 13.—Reaction to 
the suggestion of Jack Laemmar, 
manager of the radio department 
of Lord & Thomas, that radio broad- 
casting operate on standard 
throughout the year, and thus avoid 
the annual headaches of daylight 
saving time, has been immediate 
and enthusiastic, Mr. Laemmar told 


| ADVERTISING AGE this week. 


‘will gather so 


While he believes that it may be 
too late to put the change into 
operation before the beginning of 
daylight saving time the end of 
April, Mr. Laemmar is confident 
that the ball he has started rolling 
much momentum 
within the next few weeks that the 
matter will be one of the principal 
topics for discussion at the conven- 
tion of the National Association of 
Broadcasters in May, with better 
than an even chance that the in- 
dustry will accept the change next 
year. Individual stations are almost 
solidly behind the plan, he says, 
and only the cooperation of adver- 
tisers and agencies is necessary to 
put it into effect. 


Would Lengthen Programs 


Mr. Laemmar 
annual change 


believes that the 
from standard to 


'daylight time, and the correspond- 


ing change back, create one of 
radio’s most annoying problems— 
one which requires a tremendous 
amount of work on the part of net- 
works, 
which also has a_ tendency to 
shorten the broadcast year for spot 


advertisers. For example, he told 


ADVERTISING AGE, One of 
Thomas’ clients now 
would like to extend its use of 
radio through May, but with day- 
light saving going into effect in 
many of the markets it is covering, 
it has decided instead to end the 
broadcast year in April. 

“In the case of this sponsor and 
scores of others,” he pointed out, 
“continuation of the broadcast 
period for a month beyond the time 
change would mean a month spent 
in familiarizing listeners with the 
new time, all to little avail. The 
same situation applies with even 
greater importance in the fall, when 
advertisers who might. start’ in 


Lord: & 


September are reluctant to spend | 


three or four weeks building a time 
niche for themselves, only to have 
this niche be handed to another 
program in the time shuffle.” 


28° on Daylight Time 


There are only two solutions to 


the problem, Mr. Laemmar says. 


| One is to get the whole country to 


operate on daylight saving time, 
and the other to have the broadcast- 


ing industry stick to standard time | 


all year around. The latter is the 
only feasible course, he says, point- 
ing out that even with the popu- 
larity of daylight time in large 
cities, available figures indicate that 
only 28 per cent of the country’s 
radio sets are in areas which ob- 
daylight time. 

Under his plan, Mr. Laemmar 
sees only two really important 
problems: the matter of evening 
shows now broadcast at 10 p. m., 
which in some instances and in 
some zones would go on at 11 p. m. 
local time, and those’ broadcast 
between 5 and 6 p. m., standard 
time, which would be pushed over 
into the night time rate area in 
daylight saving time cities. He 
suggests that the broadcasting in- 
dustry, which would receive pro- 
portionately benefits than 
clients from the change, could afford 
to permit advertisers in the 10 
o'clock spot the benefit of 11 o’clock 
rates when their broadcasts are 
heard at that hour locally The 
5 to 6 p. m. broadcasts would stay 
yn the daytime rate 


serve 


~ 


greater 


time | 


stations and sponsors, and | 


using spot!) 


| 


Dr. Reed, Census 


Head, Experienced 
Advertising Man 


Washington, Feb. 13.—D) 
D. Reed, who has been made a¢+ 
director of the Census following + 
retirement of William L. Ay 
director, is an experienced 
tising and 
keting n 
well as ; 
associat: 
fessor of | _ 
ing and { 7 
trade at 
University 

From 19 t 
1928 Di Lex 
was in ch 
the resear nd 
service depa 
ment of 55 sse}! 
and Land, tt 
burgh ad tis. 
ing agency, and while teach 
Boston University from 19 ( 
1936, he was vice-president and 
director of research for the \Ve}! 
Advertising Agency, Boston. 
to 1926 Dr. Reed was with \y. R 
Grace & Co., New York,-impor' and 
export merchants, a connec tio; 
he secured immediately afte: id- 
uating from the Universit 
Indiana’s school of commerce and 
finance in 1922. He got his master’ 


Dr. V. D. Reed 


'and doctor’s degrees from the 


of business of Columbia Unive 
On Sept. 13, 1935, Dr. Reed too 


leave from Boston University and 
went with the Census Bure 
chief of the retail and who ile 


trade division. On June 1 of 
following year he was named a 

ant director of the Census and 
resigned from Boston U. 

Dr. Reed is the author of se\¢ 
books, among them “Planned Mar- 
keting,” 1929; “Principles of Eo 
nomic Geography,” 1933, and “Ad- 
vertising and _ Selling Indust 
Goods,” 1936, and he wa 
contributing editor of “America: 
Business Practices,” 1931. He h: 
written for many business public 
tions, and belongs to a numbe 
advertising and marketing organi- 
zations. 


Gray Succeeds Thompson: 
H. W. Braun Appointed 


D. S. Gray has been appointed s 
pervisor of utility sales at the mer- 
chandising division of Westinghous 
Electric & Mfg. Company, Mans 
field, O., succeeding W. H. Thomp- 
son, who has been named _ utilit 
sales manager of the Westinghous 
lamp division, Pittsburgh. 

H. W. Braun, Westinghouse ligh'- 
ing engineer, has been appointe 
lamp and lighting manager for th 
East Central district of the West 
inghouse Electric Supply Compan) 
Pittsburgh. 


Steinko Goes to Army 

Truman Steinko, sales promoti 
manager of the refrigeration © 
vision of the Crosley Corporati 
Cincinnati, has taken a yea! ea 
and reported at Camp Selby, Mis 
for selective service training Ww! 
the army. 


SOLD BY THE WEEK 
IN ONE OR 43 CITIES: 


Whaley Taxiposters 4 ~ 
on a weekly basis. Each * 
vertiser has exclusive 5 
ing on all available *@*" 
in the city or citirs sele 
Average cost 10.4 per ™ 
sand. For details wr'té 
E. Whaley Co.. Washins* 
Bidg., Louisville, y 
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The Fable 


of the Peacock 


n: 

4 

- 
p Amalgamated Animal Workers’ Union Local 
No. 808 was holding a meeting. They wanted to 
clear a space in the forest for a playground. The 

is question before the committee was: Who should 

= boss the job? Each had a different idea. ‘‘ Why 
not choose the animal with the prettiest feathers?” 
suggested the peacock blandly. ‘‘Just amoment,”’ 
interrupted the lion. ‘‘I suggest we hold a roaring 
contest.’’ Whereupon the ow! ruffled his feathers 
and remarked, ‘Listen. Since we want to get 

Ek work done, don’t you folks think maybe we ought 

S| to start by offering the job to our friend here 

ch with the trunk? After all, the problem is to get 

— some logs moved!” 

sine 


When an elephant wins by a nose, 
it isn’t a photo-finish 


Re, 2 tea ee i eee 


and the Lion 


Saturday Evening Post 
Advertising Leadership 1940 


In 1940 The Saturday Evening Post was 
awarded $27,212,997 — that's more adver- 
tising revenue than any other magazine in 
America. The chart below shows the leader- 
ship of the Post over the next four weeklies. 
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Saturday Evening Post 
$8,796,557 
ahead of LIFE 


a ae 


pe + 


Saturday Evening Post 


; 
| 


$22,476,000 
ahead of LIBERTY 


$19,673,794 
ahead of TIME 


Saturday Evening Post 
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Rieke FTC to Keep 
Complaints Secret 
Until Answered 


Washington, D. C., Feb. 12.—One 
suggestion in the report of the At- 
torney General’s Committee on Ad- 
ministrative Procedure which has 
won widespread support from busi- 
ness representatives here urges that 
FTC complaints be held in secrecy 


until such time as those charged 
with violations of the law have had 
time to reply. 


Under this suggestion this prac- 
tice would be followed in all cases 
where the public safety would per- 
mit, and would mean that the com- 
plaint and the respondent’s answer 
would be released simultaneously. 
Until recently the Federal Trade 
Commission released only its com- 
plaint and gave no publicity to the 
answers of those accused. Last 
year this procedure was changed 
so as to allow dissemination by the 
FTC of the respondent’s answer, but 


this answer has not always been re- 
leased at the same time as the 
complaint. 

The committee’s report also urged 
that hearings on broadcast licenses 
be held by the Federal Communica- 
tions Commission in the field, rather 
than in Washington, as at present, 
pointing out that Washington hear- 
ings are likely to be inordinately 
expensive for the individuals and 
companies involved. 


W. J. Hatton Retires 

William J. Hatton, after 51 years 
in the profession, has retired as 
business manager of the Bulletin 
Index, Pittsburgh weekly news- 
magazine. Fellow employes of the 
magazine, Pittsburgh Press Club 
members and other associates paid 
tribute to Mr. Hatton at a banquet 
on his 67th birthday. 


Bronson to “Farm Journal’ 

Cc. C. Bronson, previously with 
the Curtis Publishing Company for 
14 years, has joined the Chicago 
staff of Farm Journal and Farmer's 
Wife. 


Consent Decree 
in ASCAP Case 


Believed Near 
Dropping of "ASCAP 


on Parade" Seen as 
Significant 
New York, Feb. 13. — Settlement 


by consent decree of the govern- 
ment’s anti-trust case against the 
American Society of Composers, 
Authors and Publishers appeared 


closer than ever before today when | 
it was learned that both the De-| 


partment of Justice and ASCAP 
have agreed in principle to terms 
of a pact. Only a few details re- 
main to be ironed out, and both 
sides have displayed a conciliatory 
attitude in recent conferences. 


| decree. 


The major point still at issue is 
the first clause in the decree signed 
by Broadcast Music, Inc., which 
does not take effect until ASCAP 


agrees to identical provisions. The | 


provision which is proving a stumb- 
ling block concerns the prohibition 
against participating in performing 
rights pools. ASCAP. claims that 
agreement on this point would put 
it out of business. 

Although agreement between 
ASCAP and the government ap- 
pears closer than it has ever been, 
the music battle would not end with 
the signing of a decree. A settle- 


ment would, however, pave the way | 


for direct negotiations between 


broadcasters and ASCAP. 
Differences Ironed Out 


Once before, late in December, 
ASCAP and federal attorneys were 
on the point of signing a consent 
Negotiations were dropped 
at that time because ASCAP direc- 


tors would not accept terms ne- 
gotiated by their attorneys. The 
differences of opinion between 


THE OKLAHOMA PUBLISHING COMPANY 


RALPH MILLER 
To WKY 


MNOUMCEA_ Three Changes Effective February Ist, 1941 sores’: 


DEWEY NEAL 
FARMER-STOCKMAN 


ROBERT CHAPMAN 
OKLAHOMAN AND TIMES 


® Mr. Ralph Miller, for 15 years Advertising Manager of the Farmer-Stockman, assumes new 
duties as Commercial Manager of Radio Station WKY. 


® Mr. Miller returns to Oklahoma City after a year’s leave of absence in New York, where he 


served as Manager of Basic Newspaper Group, Inc. 


® Succeeding Mr. Miller as Advertising Manager of the Farmer-Stockman is Dewey Neal. Mr. 


Neal, associated with the Farmer-Stockman for more than ten years, has been acting as Ad- 


vertising Manager during Mr. Miller’s absence. 


® Mr. Robert Chapman, during the past three years Commercial Manager of WKY, returns to 
the National Advertising Department of the Oklahoma and Times, to resume his 13-year af- 


filiation with the newspaper field. 


® The varied backgrounds and broad experience these men bring to their new assignments as- 


sures the continuation and extension of the complete, efficient co-operation advertisers have 


always received from 


THE OKLAHOMAN AND TIMES 
THE FARMER-STOCKMAN 
WKY, OKLAHOMA CITY 


i, 
——. 


ASCAP board members over the 
signing of a decree have now been 
ironed out, it was said, and are no 
longer an obstacle to a settlemen; 

All of ASCAP’s 24 directors, plys 
John G. Paine, general ma; 
jand E. C. Mills, chairman of the 
administrative cemmittee, as we} 
as corporations represented on th 
board, were named defendants jp 
ithe court action filed last we; 
Milwaukee. 

The government charged ASCAp 
with unlawful conspiracy in th 
drawing the right to broadcast jt 
|music, thus depriving the dir 
public of “the privilege of hearing 
and enjoying” ASCAP music. De. 
fendants were also alleged to jaye 
;conspired in violation of anti-trust 
|statutes in controlling use of jt 
music in the sheet music, motion 
picture and transcription field 


Drop ASCAP Show 


Agreement in principle to most 
of the terms of the proposed decree 
was voted by ASCAP directors at 
a meeting here Monday. At the 
same meeting, it was decided to 
drop “ASCAP on Parade,” the So- 
ciety’s own “Hit Parade” show 

Ostensibly, the program was dis- 
carded after only three weeks of a 
scheduled 13-week period because 
|of the inability of Billy Rose and 
|Oscar Hammerstein II to continue 
| as producer and author respectively, 
Both declared the program took too 
|much of their time. Some radio ob- 
servers chose to believe that the 
|silencing of “ASCAP on Parade” 
|indicated an early agreement with 
|the government on the pending suit 


Publicity Staff Fired 


ger. 


Another indication of forthcoming 
| peace in the music war was seen 
here today when it was learned that 
| ASCAP had fired its entire nine- 
|man publicity staff, including A. P. 
Waxman, public relations director, 
and his eight assistants. 

The step was interpreted in seyv- 
eral ways here today. Most observ- 
ers agreed that it signified early 
signing of a consent decree, and the 
reopening of negotiations with the 
broadcasters. The chief function of 
ASCAP’s publicity force has been 
to maintain a continuous attack 
against the networks for “boycott- 
ing’ ASCAP music. By bringing 
an end to name-calling, the Society 
apparently hopes to improve its 
bargaining position both with the 
Department of Justice and radio. 

Another interpretation was that 
the move was inspired by economy 
motives. ASCAP’s_ revenue has 
been reduced to a mere trickle 
since most stations failed to renew 

contracts Jan. 1. Those 
viewpoint called 
attention to the dropping of 
“ASCAP on Parade” as another 
sign of an economy trend. 


Agency Adds Two 


Beaumont, Heller & Sperling, 
Inc., Reading, Pa., has been ap- 
pointed to handle advertising fo 


Orr & Sembower, maker of stean 
boilers, and the Interstate Chemica! 
Mfg. Company, manufacturer of 
chemicals and insecticides, Business 
| papers and direct mail will be use¢ 
| by both clients. 


The Spring check-up issue 
of The SUPER SERVICE 
STATION covers the re 
tailers who'll do the lion's 
share of the Spring chec* 
up business with car ow™ 
ers. First forms closé 
March 15. 


‘The Irving-Cloud Publishing 


| Tribune Tower Chicag® © 
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To Lanpher & Schonfarber 

The following have appointed 
Lanpher & Schonfarber, Providence, 
R. I., to direct their accounts: E. H. 
Jacobs Mfg. Company, Warren Pul- 
ley Cover Company, Williamsville 
Buff Company, all of Danielson, 
Conn.; Fisher-Pierce Company, 
Boston; Brownell & Field and Car- 
penter - Jenks Funeral Homes, Inc., 
Providence; Scott Laundry Com- 
pany, Springfield, Mass., and War- 
wick Chemical Company, West 
Warwick, R. I. 


. 7 

Publisher Buys “The Log” 

Miller Freeman Publications, Pa- 
cific Coast trade journal publisher, 
has purchased The Log, marine and 
ship-building magazine. It will be 
published at San Francisco, with 
Sam Hawkins rejoining the Free- 
man organization as editor. 


WTIC Promotes Morency Ads Boost Butter Sales, 


Paul W. Morency, general man- 
ager of Station WTIC, Hartford, 
Conn., has been appointed secretary 
of the Travelers Broadcasting Serv- 
ice Corporation which operates the 


station. He is a director of the Na- 
tional Association of Broadcasters 
for the first district, of Broadcast 


Music, Inc., and of the Independent 
Radio Network Affiliates. 


500 Papers for Jayne's 
Dr. D. Jayne & Son, Inc., Phila- 


}delphia, will use almost 500 news- 


papers in its 1941 campaign for 
Jayne’s Vermifuge, making it the 
most intensive advertising effort in 
the company’s history. Advertise- 
ments whose pulling power has 
been tested for a year will be used 
exclusively. 


ADA Figures Indicate 

Figures reported by retailers and 
distributors to the American Dairy 
Association show gains of 7 to 12 
per cent in retail butter sales, de- 
spite rising prices during November 
and December, in markets covered 
by Association advertising. Sales 
gains were 2 to 5 per cent higher 
than increases reported in com- 
parative markets without benefit of 
the campaign. 

Early returns for January, it was 
said, indicate that the pace-setting 
sales gains are being maintained. 


Anderson Joins Four A's 
Lee Anderson Advertising Com- 
pany, Detroit, has been elected to 
|membership in the American As- 
sociation of Advertising Agencies. 


| 
Seeks Liquor-Radio Ban 
Dr. F. Scott McBride, legislative 
|representative of the Anti-Saloon 
League, has announced that Penn- 
sylvania lawmakers will be asked 
to adopt a liquor law amendment 
which would make it illegal for tav- 
ernkeepers to sell alcoholic bever- 
ages advertised on the radio. He 
said a bill sponsored by the state 
Anti-Saloon League will be intro- 
duced during the present session of 
the Pennsylvania legislature. 


Clark Answers Army Call 

R. B. Clark, Jr., advertising man- 
ager of the Rising Paper Company, 
Housatonic, Mass., will leave short- 
ly to take up active duty as an 
army reserve officer. Sheldon C. 
Collins will supervise the com- 
pany’s advertising activities during 
Mr. Clark’s absence. 


“The 920 CLUB on WORL is Boston’s overwhelming favorite local program” 


—so was the finding of C. E. Hooper, Inc., nationally known radio research 


organization, when a survey was made January 28-29, 1941 in the Boston 


area. 


The 920 CLUB received more votes than the total of the next three local pro- 


grams combined. 


For maximum results in one of the nation’s richest markets WORL’s 920 


CLUB offers national advertisers Boston’s biggest participating program. 


d . 


‘ 


| MILES STANDISH HOTEL | 
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IN NASH POSTS 


A. R. Boscow (left), who has been made 

fleet sales manager for Nash, and H. 6 

Little, new advertising manager for the 
motor car company. 


California Judge _ 
Rules One-Cent 
Sales Invalid 


Los Angeles, Feb. 12.—One-cent 


sales and combination sales jp 
| which merchandise is sold ai less 
| than cost along with other ar'icles 
at legal prices are violations 0: the 
state unfair practices act, acco ding 


to a recent court decision. 
Suit was filed by the Food and 


Grocery Bureau in a case 1ere 
super-values in merchandise vere 
advertised by retailers together 


with printed coupons which could 
be used in purchasing articles for 
one cent, provided a stated number 
of other items was bought at the 
regular price at the same time 
Among the offers was a box of 
matches at one cent if purchised 
with two others at three cents each 

Superior Judge E. H. Wilson 
ruled the practice illegal, even 
though the combined price of the 
merchandise was above cost. He 
classed as “loss leaders” merchan- 
dise sold above cost if it was of- 
fered as “bait,” and termed the 
practice unfair competition. 

The question of manufacturers’ 
responsibilities in the case was left 
undetermined. Judge Wilson stated 
that “whether the several manufac- 
turers who made these sales pos- 
sible (referring to one cent sales 
where the item to be sold at one 
cent is supplied by the manufac- 
turer at no cost to the retailer) can 
be reached through other actions 
need not be considered at this 
time.” 


Rasmussen Joins Crosley 


J. H. Rasmussen has been 4p- 
pointed manager of Crosley Cor- 
poration’s radic division, Cincinnati 
For the past five years he has been 
assistant sales manager of _ the 
Zenith Radio Corporation, and was 


| previously with the Grunow Cor- 


poration and Sterling Radio Com- 
pany. 


Savarin to Hackett 


S. A. Schonbrunn & Co., New 
York, has appointed M. H. Hackett 
New York, to direct advertising 0! 
Savarin coffee. The company has 
expanded its promotion to include 
sponsorship of the Dorothy Thomp- 
son program on Station WOR, New 
York, local spot radio, car card and 
newspaper advertising. 


_ GWwe/em | 
BOTH BARRELS 


—_— | 


When you've lots of 
game and plenty of 
hits to be made 
give ‘em this trusty 
double barreled 
two-city ALL-OKLA 
HOMA martet! 


Both Stations 5000 
Watts Full Time. 


Both Stations & 
lumbia Network. 


Tulsa 


Oklahoma City 


KOMA - KTUL 


Free & Peters, Exclusive Representat”™ 


= | eh 
ie j | 7 | } 
* 2 ise mt 

Sy € ; 

hn a 7 

o ' - 
or : 
= . Hj 
a: S0p 
% Cr $ 
—— th a Cy 
<— Oo Ww 
ory 
— 7Q | 
a U / Qq St On’ 
aa bi 
# Yu, Io 1S m 

= : } 
=.4 | | Pro 
: ii hi ! #- ee 

| ma iii Pil [pt kee 
1 ’ ig | wer ee 
i 
=: eee a 

a ee 
& — 

ia Si a ee 

ae by Z 4 

. - od \ Ps 

ie (eae > pha a.’ oes yy a. 5 a " mm § * } << 
:s sf tty = @ BOSTON, MASSACHUSETTS 
Pi RG ( 
;! ae an 
q = lft . AY. Sao es. ae i i Pee er  : seek Ziv Pg e  mnes, aie ¥ ae Ae Oe tea Fetes aS ~ nh os gst A a 
> f i ee - Bs eis % : . h Se ts i Se | ae idee e ; 4 : : > os a ; a ks Rp ey Pew i hal, The so od iy ra = t 4 se, 


e er ene 


pe of ines a dol 


Reach the Entire Family With Roto 


—the Class of the Mass Circulation 


@ Roto is used by advertisers to 
| increase sales of nearly every 
7 type of merchandise. In 1939 alone 
: more than 100 national advertis- 
ers, in nearly as many different 
lines, used Roto for the first time. 
They joined the vast army of Roto 
users who know that a newspa- 
f per’s Rotogravure Section attracts 
the maximum number of potential 
. reader-customers. 

For the past eight years, surveys 
i conducted under the nationally- 
ne accepted Gallup method have 
rs conclusively proved that Sunday 
0d Rotogravure Sections get a reader 
2 traffic averaging second only to 
les page one in volume!" 

1c Moreover, your advertising in 
me Roto gets “preferred position” re- 
gardless of the page on which it 


appears. Roto’s magnetic subject 
matter—appealing to all classes 
and age groups—sustains reader 
traffic on every page. 

You can use Roto nationally, 
regionally, or locally. If you wish, 
you can use Roto to cover better 
than one out of every two of the 
nation’s homes. Or you can utilize 
Roto’s flexibility to advertise in a 
selected city or zone. 

Learn what Roto has done for 
products or service similar to 
yours. For complete information 
write Kimberly-Clark Corporation. 
We maintain a service, research 
and statistical department for the 
convenience of advertisers and 
publishers. There is no charge for 
our service, which is available to 
you at each of our offices. 


*Based on a continual analysis of reader traffic in 21] papers in 17 key cities 
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cet, Manufactured by 
, KIMBERLY-CLARK CORPORATION ee NEENAH. WISCONSIN 
lude Established 1872 
mp- New York: 122 E. 42nd St. Chicago: 8 S. Michigan Ave. Los Angeles: 510 W. Sixth St. 


tative’ 


Ae : rie a = Pass sdpiccan ene tes P = sons af aa pie?“ RY “tat % wee Pik tanga 
ie x o as ies os 5 fe ; ied ; ont ry ae i pire uate mee 4 ~ : i : 
e \ : ’ iss . BI ; 27 ‘ aoe Woe é ee. en 
eas: Pe Pr eee “ a 7 ae - Rea ara ee a ae ee n ae pe 
Pay; ee ‘, See A Foe Ele a ae Fe a oa oN sas Te pe 5 e ciao 
re ee 7 Sige, ee 7 ae 
rs 2 : | 2 yo oe: 
— es ; ee hate \ ? . eit ee a ica ip re 
SS 2f . Sf i. a oe | — ae 2 7 
ae Se Fi opens at der ae oa Pile stl 
a = ae r : : “ a . A ; > 7 
a you go: / oo . ; , “4 es] 
: , : ie * bored . 
: Pa Whee — en er oes a res fee rece, a x ‘a _ 
Ci : _ 0 
aes pag * Bree — a é. 7 wa od se ape \ . a ad q » q 
= os eal age. ne a a a ee ine erro rr. ae es ‘ ——— ae : “| 
A ‘ ' ’ - . 4 aa — =) a ha b a 
‘ PS ee : 
—— ee ee 7 4 
\ oe ~ SS ee 7 q si eel 
4 7 ay ee a me 
lly x = oo 
5 im + 3 . 4 
ne ie alle ; 
a = 
5 ae 7 me an 
». 
bg 
- a 
. a . 
; : 
q 4 . 
e ei 
yee a, 
Teen ‘ 
_—. a ‘ j i . bis ii ges aks ; 
| | < —- |. 
J i! " “ - 7 
; € e ’ 
» 7 
. at idl Cee ae 
: See ee 4 
al i.” ten, y 
4 7 s ag oage ty Tak ” 
a ae : ie a ert oe mm ooo, ; ia r 
e ij eet : ae p 
; ae . ae. 48 “a id - = ; A 
/ on. a ei: ee F - ; oS . : 
een Se ~~ er nea , 
W as ATIO ER fs N, ~ shea ad ‘ay J af < » . r.. 
1“ . = > , ¥ 
ym- RA os Ny, r “A / = r 
a Ng ee 
oe | ea ei ah = 5 , 
Nev a Ne cate 0) ° @ _ “ , 
f * ae Ty Ss ‘s %, Ve ei q ~ 
, ae Heer ‘ b 
a ee Be. fe: ; Ye. “ey, 
haa ey , 
poe , “ey f — o S fe! > Y QQ . A 
. ” . + 3 ; eso By a aoe ¢ 4 4 Rs — : 
‘aa ; ay Voki « mS at ae. yee: 
Ms hy = 3 7 -_— . , _ = - / . ’ / 8 i si eid a 
| = - Se % a. — a ss or “an ar 
bi za ral i ee ee a 5 , a " Sls =a : . 
ot 7 % ee, ue ee a _— : > ad i= 
- ee. in _ * .y ‘temp %, ~~ . ° ? ” _ : 
ial Z Bn an <a ee. —— : . a : ee: Cae 
Fr ee Ny — - . iad 5 
o be a pee : : a _ 5 “a7 a — : 8 
ats of Pe es ’ : , = Sa ae or oo = i = VLA 4 - Pd 
of ' ie ; ; “A ; << a y a ; ; +i 
a . " ; 3 sii: i As — . : “ me YY ; es 4 a 
trusty & q x “ ty af a a ae > a “tS ig _- ae - Ms — ince , 5 
eled a oe a _— aA < MA - : 3 
a! ; is ee tpg J ae - ss rae a  . 4 gh , _— ” 4 _ 
i 7 = . = th 7 4 a. bi ie i Bes mr \ ' - —A a ie y/ . s p es 
} met s/f, ye, : ane : 7, F jd = : ae 
_ oe > &e@ Zs = ¥ \ Gy i LlC—r—_ s, | 
rk. a P . Df, if rp . r ; ce - : ee - y YH J, / rs he , 4 bs ’ 
‘2 Yon ee < ie Yj f) 4 
; » te i — . ° : a r J , j d a. F. ~. 
4 4 F ae i, “Ts 4 ' a 4 7 . y, 4) ; jf 4 4 3 a = 
ne ee .. Racca : ; \ ‘ er 
- 2. > ee , a Reagan. (4 i ia ¢ —— Ph 
P J ee sat Bie ov Boe: , 7 j : f. ne. q ‘Tr at a 
| E ee hae a ee eB. ‘ a a fj uw e 2 a " : 
mi “ ; 7 al yee ~~ ey Ra: a : 
‘ S _ . , , ee  aalteieg : ss ia vy Ny ie S$ Pier a ed : ’ “41 pays iy 
; ‘ 4 (ean ame. Oey eS kee ge hE ee, Nie tee % Fan k” aes 
j io: we a a Ee We REA: Xe aa tg Ce 
a oe ee See py cae ama ke hac ip fin PO a LS ae ON | Pes 0. 
4 Set ve 4 f : sy 4 2¢ ek aan Tae tt ar Be: eae, ee ‘ iF af Wim d’ Mey ie 8S at My re <a ‘ba mm . ae ap = — ey =, 35. Seo 3s Sn 
, i cai Br aS 6 i ‘ 7 eS ee ' ai. z e ee Ph of eee a wz 2 7 bis © at.’ i = + é x 4 ae * nt Nz ‘ ae aie oe a5 >. eet o ba ’ a Lees EE aad Phe 
Wet WS eR Ee ieee ee Oe Sa Se lO Bh rs he te eee ate eae Spa aa « , hp Oe ear | ee 
ag aD hei r rg bag i. of APN oh 2 eee . an on ge we ae pee “4 ie 4 Ps pe ae ha at / ee Te eer 2 ae ay ee : 
er: AST Jae * 3 con ee ea. tee re (Oe eee ts eae Pa’ % yee Cary? ae r, eg eee : 2 SRR Maas oa fer  . 


cygle aie 


MORE ATTRACTIVE ADVERTISING 
MEANS MORE READERS — 
MORE READERS 

MEAN MORE SALES — 


Your advertising benefits by pluses 
that are bound to bring additional 
results, when you advertise in the 
Rotogravure Sections of Sunday news- 
papers. 

One important plus you get when you 
advertise in Roto is preferred position.” 
No matter what page your ad appears 
on in Rotogravure Sections, it is flanked 
by editorial matter which attracts a 
larger reader audience than any other 
pages of the Sunday paper which are 
open to advertisers. 

As you know, the Rotogravure Sec- 
tion is one of the most eagerly sought 


sections of the paper. It appeals to 
everyone who can influence a decision 
to buy your product. Mother, Father, 
young and older children turn to the 
Rotogravure Section for beautiful and 
dramatic pictures of the world’s news. 

Rotogravure is recognized as the “de 
luxe” section of Sunday newspapers. 
It has a distinctive, high-grade atmos- 
phere which naturally envelopes the 
advertising in it—glamorizing and giv- 
ing additional prestige to products ad- 
vertised therein. Your product is realis- 
tically pictured in Roto’s rich monotone 
or thrilling natural colors, making iden- 


_Kisbety Cnc ‘Corporation Established 1872 Neena 


ont. orF. 


: Oe ae 2 f', ~ 
CHICAGO: 8 South Michigan Avenue 


tification easier—substitution more diffi- 
cult at point of sale. 

Write Kimberly-Clark Corporation for 
special studies on reader interest given 
to Rotogravure advertising drawn from 
your own classification. If you adver- 
tise a food product, a special portfolio 
of women’s or food product advertising 
with a special analysis is available to 
you. Similarly with drugs, cosmetics, etc. 
In this way we may be of help to you in 
selecting a medium which can promise 
you a maximum potential audience of 
newspaper readers. There is no charge 
for our cooperation. 
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February 17, 1941 ADVERTISING AGE 11 
« Wasey & Co., Inc., advertiser, Air Whi e ‘ | : . "i 7 
Honor H. I. Ewald Satan Wediee a deen = nonng a te Promotes McNally It s Now Ju n Agency Buffalo Ad Club Elects 


for His Services 
to Advertising 


Winners in Annual "'Ad- 
vertising & Selling" 
Contest Picked 


New York, Feb. 13.— Henry T. 
Ewald, president of Campbell- 
Ewald Company, Detroit, was to- 
night presented with the gold medal 
for distinguished services to adver- 
tising at the An- 
nual Advertising 
Awards dinner 
held at the Wal- 
dorf-Astoria Ho- 
tel. A large 
gathering, repre- 
senting all 
pranches of ad- 
yertising, was on 


hand to witness 

the ceremonies. 

Silver medals, 

which are also 

awarded annu- Henry T. Ewald 
ally, went to 

Walter Dorwin Teague, industrial 
designer, and to the Bureau of Ad- 
yertising of the American News- 
paper Publishers Association. In 
addition, 17 bronze medals were 
awarded in seven other classifica- 
tions. Mark O’Dea, of O'Dea, Shel- 
don & Canaday, chairman of the 


administrative board which governs 
the awards, presided. 
In addition to Mr. Ewald, speak- 


ers at the affair were William S. 
Knudsen, Raymond Gram Swing, 
Bruce Barton, H. K. McCann and 


Arthur Kudner. 
Other Awards 


Following the three medal 
awards, the following were cited for 
utstanding advertising perform- 
ances: 

iI 


1 


Awards by Publication Groups: 
An advertisement or series of ad- 
vertisements appearing in national 
Medal Award ugency, 
farton, Durstine & Osborn, 
advertiser, A. Hormel & 
rable Mentions: agency, J 
Inc., advertiser, National ¢ 
1 Co.; agency, Erwin, Wasey 
Inc., advertiser, R. B. Semler, 
2. An advertisement or 
idvertisements appearing 
paper emanating from a 
turer, producer, distributor 
tution (but not a retailer) 
ationally Medal Award 
W. Aver & Son, Ine., advertiser, Hills | 
Bros. Coffee, Inc Honorable Men- 
agency, Newell-Emmett Com- 
Ime advertiser, Pepsi-Cola 
pany; agency, N. W. Aver & Son, 
advertiser, United Air Lines 
An advertisement or series of 
eTtisements appearing 
iting from a 
institution 
Award: 


makaZzines 
Batten 
Ine 
Hone 
Matl 
hor 


Co 
M 
‘“ar- 
& Co 
Inc 
series of 
in news- 
manufac. | 
or insti- 
operating 
agency, N 


(jeo 


1eés 


ad- 
in local media 
retailer, producer, 
operating locally 
agency, Batten, Bar- | 
Durstine & Osborn, Inc adver 
The F. & M. Schaefer Brewing 
Honorable Mentions: agency, 
« Thomas, advertiser, Roos 
ers; agency, George Bijur, Inc 
iVertiser, James McCreery & Co 


emar 


ton 


tiser 


Broth 


Many Divisions Cited 


4 An advertisement or series of ad- 
‘Tiisements appearing in business 
hlications. Medal Award: agency 
ing & Rubicam, Ine., advertiser 
lett, Peabody & Co., Ine Honor- 
e Mentions: agency, Ferry-Hanly 
pany, Ine advertiser, Johnson & 
ins ; agency, The Griswold-Eshle« 
in Company, advertiser, The B. F 
drich Company 
lL Association Advertising 
Medal Award: agency, Young & Ru- 
Jicam, Inc., advertiser, The Florists 
telegraph Delivery Assn. Inc. Honor- 
able Mentions agency Newell-Em- 
mett Company, In¢ advertiser 
fited Brewers Industrial Founda- 
Hon ; ency, Leo Burnett Company 
“» aivertiser, American Meat’ In 
Utute 
Technical Distinetion 
l. Technical excellertce of Visual 
*Sentition (layout art typog- 
why) Medal Award: Saks Fifth 
enue Honorable Mentions agency 
W. Ayer & Son, In advertiser 
* Bex Consolidated Mines agency 
ten, Barton, Durstine & Osborn 
ar rtiser, Continental Can Com 
any, 7 
" 
“ Te lical excellence of text 
*dal Award igency, Batt Bartor 
a tine & Osborn, Ine.. advertiser 
smilt Watch Company Honor- 
e M. tions aweney (jever Cor- 
& Newell, Inc ulvertiser, Jos. | 
tz Brewing Company ageney, 
=!Dh deCastro idvertiser A 
‘up A. FE. F. Veterans 
wd Sing as a Social Force 
sédal Award: agency, Young & Ru: 
aie é advertiser, Time, Ine 
F Mentions: agency Erwir 


| VII. 


|Corporation; and Charles 


advertiser, 
America. 


Aluminum Company of 


Give Radio Awards 
VI. Radio Awards 
1. An advertiser, agency, broadcast 
facility, or individual, who by con- 
temporary service has added to the 


knowledge or technique of radio ad- 
vertising. Medal Award: Major Edwin 
H. Armstrong 

2. An advertiser, agency, broadcast 
facility, or individual for outstand- 
ing skill in commercial program pro- 
duction. Medal Awards: (a) Need- 
ham, Louis & Brorby, Inc., for Fibber 
McGee & Molly program: (b) Lord & 
Thomas for Bob Hope program 

3. An advertiser, agency, broadcast 
facility, or individual for excellence 
of commercial announcements (No 
award for 1940 in this group) 

4. An individual for excellence of 
sponsored news broadcasts Medal 
Award: Raymond Gram Swing 
Outdoor Awards 

1. For an outdoor 
gram, appearing in 
market, which best combines the use 
of various classes of standard out- 
door advertising media. Medal Award 
agency, MecCann-Erickson, In ad- 
vertiser, Standard Oil Company of 
New Jersey and Affiliates Honorable 
Mentions: agency, Campbell-Ewald 
Company, advertiser, Chevrolet Divi- 
sion, General Motors Corporation; 
agency, Lord & Thomas, advertiser, 
California Fruit Growers Exchange 

2. For a series of posters most dis- 

by its copy and 


tinguished 
Medal Award: agency, Batten, 


advertising 
more than 


pro- 
one 


design 
Barton 


Durstine & Osborn, Ine., advertiser 
Saturday Evening Post Honorable 
Mentions agency, fatten jarton 
Durstine & Osborn, Inc advertiser 
The F. & M. Schaefer Brewing Com 
pany; agency, J Walter Thompson 
Company, advertiser, Shell Oil Com 
pany, Im 

3. For a painted bulletin or group 
of bulletins, bulletin-spectaculars, o1 
spectaculars, most distinguished for 
copy and design Meda! Award 


agweney Campbell-Ewald 
advertiser, Chevrolet 
Motors Corporation Honorable Men 
tions: agweneyv, Lord & Thomas, adver 
tiser, California Fruit Growers Ex 
change; Elwood J. Robinson 
JP .. See's Candy Shops 
Inc 


Company 
Division, General 


akency 
advertiser, 


Research Commended 


VILL. Research 
1. For 


Achievement 

an original research develop 
ment within the past 
by an independent 
kanization, not 


vear conducted 
individual or orn 
designed or used di- 
rectly for the promotion of any me- 
dium, product or service Medal 
Award: to The McCall Corporation for 
“The Household Applian e 


(jas Busi- 


ness An Appraisal and a Program 
for Action.” 

2. For an original research develop 
ment within the past vear which has 
been designed or used for the pro 
motion of an advertising medium or 
service and which has contributed to 
the knowledge and advancement of 
advertising Medal Award: To Mac 
fadden Women's Group for a “Study 
of The Extent to Which Magazines 
Are Read Depending Upon the Ways 
They Are Obtained.” Honorable Men 
tions to the Sf Louis Post-Dispatch 
for “A Study of 6.052 Women in the 
Home’ (rutdoor Advertising, Ine 
for “The Svracuse Survey A Remem 
brance Study of Outdoor Advertis- 
ing”; Bloomingdale's for a Survey of 
the Trading Zone of a Retail Store 

. 
Copy Advisory Group 
Elects Kohler 
Arthur W. Kohler, Curtis Pub- 


lishing Company, has been elected 
chairman of the magazine division 
of the Copy Advisory Committee. 
Other officers elected at the annual 


meeting are Allison R. Leininger, 
Parents’ Magazine, vice-chairman, 
and W. C. W. Durand, Macfadden 


Publications, executive secretary. 
Members of the executive com- 
mittee are Allen R. Dodd, Hearst 
Magazines, Inc.; Mr. Durand and 
Oliver R. Everett, McCall Corpora- 
tion; and of the Chicago contact 
committee, L. M. Bishop, Cosmo- 
politan; Harry J. Hurlbut, McCall 
R. Shat- 
tuck, Macfadden Publications, Inc. 


Edison-Splitdorf Expands 
Advertising Efforts 


Outdoor showings in 21 states, 
starting in March, plus space in 
two consumer and seven business 


publications will mark an expanded 
drive for the spark plugs made by 
Edison-Splitdorf division of Thomas 
A. Edison, Inc 

H. B. LeQuatte, Inc., New York, 
is the agency. 


Gaffney Leaves CBS 


Maury Gaffney has resigned from 
the promotion department of the 
Columbia Broadcasting System to 
head the promotion staff of Maga- 
zine Marketing Service, New York 


Hearst Adds Office 


Hearst Magazines has opened a 
new West Coast office at 1709 W. 
Eighth street, Los Angeles. Francis 


Mygatt is in charge 


J. J. MeNally, Pittsburgh district 
manager of the White Motor Com- 
pany, Cleveland, has been appointed 
| regional manager in charge of the 
Pennsylvania-New York area. H. C. 
Godden, formerly district manager 
at Hartford in charge of the Con- 
necticut area, succeeds Mr. McNally 
at Pittsburgh. 


Dobson Joins Meeker 

Oliver L. Dobson, who has been 
in the Memphis office of the Gen- 
eral Outdoor Advertising Company, 
|has joined the Meeker Company, 
| Joplin, Mo., leather goods, as assist- 
}ant sales manager in charge of the 
| advertising specialty division. 


The name of the Judson-Juhass 
Special Agency, 545 Fifth avenue, 
New York, representative of for- 
eign language newspapers published 
in the United States, has been 
changed to Judson Special Agency 
with Edmund L. Judson, Jr., re- 
maining as president and George 
Krakora elected secretary. 


Ward Webb to Bureau 

Ward Webb, formerly in radio 
| presentation for Ruthrauff & Ryan, 
Chicago, who has been ill a year, 
has been put in charge of radio 
transcription program analyses and 
sales for the National Research Bu- 
reau, Chicago. 


Gordon E. Smith, general man- 
ager, Buffalo Better Business Bu- 
|reau, has been elected president of 
the Greater Buffalo Advertising 
Club, succeeding Edward J. Suor. 
|Other officers are: vice-president, 
, Robert B. Bolles; second vice-pres- 
j}ident, Albert E. Sullivan; treasurer, 
|Willliam R. Albright; secretary, 
|Capt. Sanford A. Carroll, and exec- 
utive secretary, re-elected, Floyd M. 
Crawford. 


Cowen to Westheimer 

F. Arthur Cowen, formerly with 
Associated Artists, St. Louis, has 
been appointed art director of 
Westheimer & Co., St. Louis agency. 


The ABC of the 
SALT LAKE MARKET 


IG 


More than three-quarters of a million people live and 


OHESIVE 


Part of the great Pacific Coast Market, the Salt Lake 
Market at the same time is an entity by itself. This 
is graphically shown by the fact that this entire Mar- 
ket is substantially served by one newspaper, The 
Sunday Salt Lake Tribune. 
cireulation, The Sunday Salt Lake Tribune has 55% 
Family Coverage Carrier Delivered in this big, rich 


teen re 


“~~ 


TIVE 


On top of a $618.000,000 new wealth output annually, 
this Market is now feeling the stimulus of a $34,389,000 
influx of defense-project dollars, creating employment 


for 6,550 men with an annual payroll and supply bill 


of SO.AL0,000, 


consume goods in the Salt Lake Market Area. 


a big market on any sales map. 


covers a vast region, but commercially and tradition- 


ally it is, for all practical purposes, one single unified 


‘big city” market. 


With 


I-state Market. 


Retail sales are up all along the line. 


“Hit \ \ 


That's 


Geographically it 


more than LOO,000 


To complete your coverage of the Pacific Coast Market you need... . 


(The Sunday Salt 


National Representatives: Sunday Magazine and Comic Sections Color—Black and White 


Reynolds-Fitzgerald, Inc. 


Lake Tribune} 
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Life Expectancy in Advertising © 


The advertising business is made 
up primarily of people and ideas. 
They are important in every field, 
but particularly in a service indus- 
try where intangibles play the most 
important Hence we are in- 
clined to believe that the problems 
related specifically to people in ad- 
vertising are not sufficiently empha- 
sized. 

We may be wrong, and the ex- 
perience of life insurance companies 
might not confirm it, but our im- 
pression is that too many brilliant 
men in advertising die young. 
Every week the obituary column of 
ADVERTISING AGE records the passing 
of important people in advertising, 
and frequently included among 
them are men whose careers have 
been cut short while they were still 
far from their peak of ability and 
capacity for service. 

Life is uncertain, at best, and we 
agree that we may be overempha- 
sizing a certain aspect of advertis- 
ing in laying stress on the fact that 
the business is carried on primarily 
by young and middle-aged men, and 
that those beyond middle age, when 
experience and judgment are at 
their best, are in the minority. Per- 
haps this is just one of the charac- 
teristics of advertising as it is prac- 
ticed today. 

But we know that advertising is 
conceded to hectic business; 
that pressures of all kinds upon ad- 
vertising executives are not unus- 
ual; and that many men who have 
established a competency have 
withdrawn from advertising to en- 
ter other activities whch impose 
less of a strain on their physical and 


role. 


be a 


| mention 


(PRICES | 
SLASHED! 


American Boy 


"This is my son—some day he's going to own the business." 


10 Cents a Copy, $2 a Yoor 


Ad-libbing 


nervous resources. We know that) War and Advertising 


competitive pressure, especially 
among agencies and media, is prob- 
ably greater than in any other busi- 
We know that personal rela- 
tionships are of unusual importance 
to business success, leading to undue 
emphasis on entertainment, which 
in many means too much 
alcohol and too little sleep. And we 
know that nervous disorders are not 
uncommon among those who have 
been willing to sacrifice themselves 
for business success. 

When able men like Jim Young, 
Paul Cornell and Bill Benton, to 
only a few, have with- 
drawn from advertising while still 
young and healthy, to devote their 
energies to government service, 
teaching or university administra- 
tion, it may not be entirely due to 
the excessive expenditure of per- 
sonal energy demanded by adver- 
tising, but it may suggest that be- 
cause of the way the 
run, there is less of personal satis- 
faction in it than there should be. 

What’s the answer? Perhaps a 
better perspective and a_ better 
sense of proportion as to what is 
really important. B. C. Forbes has 
commented increasingly on the fact 
that big men in business have 
changed their definition of success 
to emphasize not merely money, but 
rather accomplishment which is 
personally satisfying and which in- 
cludes a sense of social service as 
well selfish gain. Maybe we 
should reorient ourselves and decide 
what we're after. Maybe our phi- 
losophy of advertising should include 
a better personal philosophy as well. 


ness. 


cases 


business is 


as 


Vergil Reed and the Census 


Announcement of the appoint- 
ment of Vergil D. Reed as acting 
director of the Bureau of the Cen- 
sus was welcomed by advertising 
and marketing executives, to whom 
his name is familiar because of his 
close contacts with activities in this 
field. Consequently they believe, 
with confidence, that in his conduct 
of the Bureau he will be fully aware 
of the needs of business and of the 
important which the Cen- 
sus can render to all concerned. 

Business men are more and more 
conscious of the importance of re- 
liable statistics in plotting the fu- 
ture of their activities. Marketing 
especially is taking on the character 
of truly professional work, ap- 
proached in a scientific spirit be- 
cause we now have available reli- 
able measuring-sticks of the ability 
of the nation to produce and to con- 
sume, and the channels of distribu- 
tion through which the needs of the 


service 


population are satisfied. 

We believe that full recognition 
of the important service which can 
be rendered by government agen- 
through supplying statistical 
information which is not only ac- 
curate and detailed, but is made 
available enough after com- 
pilation to be currently significant, 
was first developed by Herbert 
Hoover during his. distinguished 
service as Secretary of Commerce. 
Certainly became keenly 
aware at that time of the improve- 
ments which were being made in 
the machinery of the department 
dealing with basic information. 

ADVERTISING AGE is not interested 
in politics, as such, but it is inter- 
ested in good service to business by 
government. Hence we hope that 
the word “acting,” now a part of 
Mr. Reed's title, may be 
dropped as superfluous and unnec- 
essary. 


cies 


soon 


business 


soon 


When the only uncensored photo 
of the recent fall of Bardia came 
through from Africa, the biggest 
visible thing in the picture was a 
Marmon - Herrington truck. The 
company and its agency, Caldwell- 
Baker Company, Indianapolis, were 
quick to turn the photo to good ac- 
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BRITISH “SURPRISE” at BARDIA 
Was "Made in the U.5.A: 


MARMON-HERRINGTON 


INOIANAFTOLIS INDIANA 


count, as evidenced by this page in 
Fortune. Incidentally, is your Ad- 
libber more dense than usual this 
week, or are Marmon - Herrington 
trucks better known in Africa than 
in the United States? We can’t re- 


call ever having heard anyone 
speak of them. 
Helpful 

Two “Generals” make news for 


us this week—General Motors, with 


a fascinating 90-page book reprint- | 


| $500, to an employe at the Schenec- 
tady works, and the average per 


adopted suggestion was $6.73, as 
compared with a 1939 average of 
$6.31. 


There are any number of morals 
here, none of which we hope it is 
necessary to point out. The com- 
pany induced almost 35,000 em- 
ployes to make a suggestion for 
bettering the job in some way or 
other, and found the surprisingly 
high total of 11,510 worth accept- 
ance. So G-E got 11,510 ideas 
ranging from _ fair-to-middling to 
pretty darn good, a big proportion 
|of workers got cash awards, and 
everybody is at least a little hap- 
pier. 


How to Get Contributions 

The “Weekly Turnstile,” Piggly 
Wiggly Corporation house organ, 
usually has a page about the size of 
ADVERTISING AGE, but recently it 


came in looking like Printers’ Ink. | 


\“It has shrunk!” a headline shouted. 
'“News Drouth Withers Weekly 
Turnstile!” And so on and on, in- 
cluding a picture of the editor look- 
ing for news through a magnifying 
glass as big as the one at 
Wilson observatory. 

“Alice in Wonderland,” says the 
harassed editor, “shrank to midget 
size because she ate something. 
Unlike Alice, we’ve shrunk because 
we have nothing to eat in the way 
of news stories and pictures. 
Use the enclosed slip to send us 
some news today. Make Turnstile 
grow up again!” 


ing some of a series of articles in| 


the company’s employe magazine to 
show “some of the principles that 
underlie current economic prob- 
lems and in the sincere hope they 
may serve to widen an understand- 
ing of our industrial economy” 
and General Mills, with a kit 
seven pamphlets for women’s 
ganizations, entitled, “Programs on 
National Defense for Organiza- 
tions.” 

The General Motors book makes 
fascinating reading as well as look- 
ing; the charts and informal illus- 
trative treatment are superb. The 
book is officially called, “How a 
Nation Gets Strong: Men, Manage- 
ment and Machines at Work.” 

The General Mills kit suggests 
seven different programs which can 
be entered into by women’s organ- 
izations in furtherance of defense 
activities, in the fields of homemak- 
ing, nutrition, health, buying, rec- 
reation, and community education. 


of 


or- 


Employe Suggestions 

General Electric Company tells 
us that $77,477 was paid to em- 
ployes of the company during 1940 
for suggesting better ways of doing 
the job. Suggestions were offered 
during the course of the year by 
33,409 employes, and 11,510 were 
accepted. The highest award was 


Love Feast 

Denizens of Denver are. still 
shaking their heads in wonderment 
over the love feast put on recently 
by two top-flight rival local the- 
aters. B. D. Cockrill, manager of 
the Denham, first run Paramount 
house, spent some of the theater's 
good money to run a 100-line ad 
offering congratulations to the Or- 
pheum and Mickey Gross, its man- 
ager, on its showing of “The Phila- 
delphia Story.” “Philadelphia 
Story,” said .the copy, tre- 
mendous credit to the motion pic- 
ture industry, not only because it 
proves that Hollywood is constantly 
striving to better its best in enter- 
tainment.” 

And all this, mind you, when the 
picture was just starting its run at 
the rival house! 


“1s a 


Jottings 

John Kinneman, Jr., vice-presi- 
dent of Peoples-Pittsburgh Trust 
Company, writes us that “although 
it is no longer an unusual procedure 
for American corporations to issue 
annual reports to their employes as 
to their programs, policies and 
progress, ours is, so far as we know, 
the first banking institution to do 
so.’ So far as we know, too, and 
a mighty good job it is. 


Information 


{reports on its progress. 


Mt. | 


— 
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for 


Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1765. Whaley Taxiposter Aq. 
vertising. 

The story of the beginning ang 

development of Taxiposters an 


advertising medium is told in th 
new folder issued by Whaley ‘' 


aX). 
poster Advertising. A map ang 
table indicate where Taxiposters 


are available, and informaticn js 
given concerning circulation, rate; 
and mechanical requirements. ||]ys- 
trations show some of the Tayi. 
posters now in use. 


No. 1766. Keep Your Eye on This 
Great Preparedness Market. 

This folder, issued by the Molin 

Dispatch and Rock Island Argus 


|contains some up-to-the minute fig- 
ures on population, payrolls, retaj 


in this 
of the 


sales and building 
which is the home 
Island Arsenal. 


No. 1767. Hitch Your Campaign to 
a Star Performer. 

A new folder of information about 
the Quaker Network and WFIL, its 
key station, has just been issued. It 
deals with cost, coverage, merchan- 
dising, and dealer influence. 


rea, 
Rock 


No. 1745. Listening Audience, Cen- 
tral New York State. 

This folder, issued by WSYR, 
Syracuse, has an inside pocket which 
holds loose leaves reporting five 
different listener surveys. They 
cover station popularity in princi- 
pal cities, in ten counties nearest 
Syracuse for both farm and city 
listeners, and in a typical farm 
region. The fifth survey shows 
what local merchants think of 
WSYR as a mover of merchandise 


No. 1708. Semi-Annual Report 

In this bulletin, which is ad- 
dressed to its advertisers and thei 
agencies, The United States News 
The bulle- 
tin enumerates the extra benefits t 
subscribers through the _ publica- 
tion’s change to magazine format 
January 1, and reveals the added 
interest shown by increased circu- 
lation and newsstand sales. 


No. 1761. WOW Market Maps 


Radio Station WOW, Omaha, has 
issued two new maps—one 
ing an analysis of mail responsé 
and the other showing effective 
buying income. The mail 
gives a clear picture of coverag' 
and audience strength by indicating 
percentages of response, by count) 
to the number of radio homes 


show- 


ma} 


No. 1758. Only Paul Bunyan Could 
Do This. 

Radio Station KMA, Shenandoah 
Ia., has issued this pamphlet whic! 
is the first of a new series using 
the station’s theme, “The Paul Bun- 
yan of the Farm Belt.” The mate- 


rial includes facts about the amount 
of mail Paul delivered in the 
ending Nov. 30, a coverage map, * 
county breakdown map s! 
mail response, and data on the si 


tion’s market. 
No. 1726. How Rural Amerie 
Spends Its Money. 

Curtis Publishing Company 5° 
issued this booklet, which « stains 
highlights from Curtis’ analysis © 
the United States Consumer Pur 
chase Survey. Figures show the 
percentage of expenditure for ¥* 
rious product classifications 1 the 
upper and lower income sr0uP* 
and in a tabulation of buying powe® 
indices, Country Gentlema’ reac- 
ers’ average is compared with ™* 
national farm average. The pookle 
also contains a circulation recor 

iverage 


by county, showing the : 
value and average gross income P® 
farm. 
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SIMILAR FIGURES 


eS Fe aN ag, A 


Do you want facts on Foods, Automo-— 


tive Products, Baby Products, Household 
Goods or General Data? These 5 books 


are “yours for the asking.” See your 


Farm Journal representative or call the 
nearest Farm Journal office. a 


- PHILADELPHIA— Washington Square — 

NEW YORK—120 Lexington Avenue | 

_ CHICAGO—180 N. Michigan Avenue — 
- DETROIT—General Motors Bidg. ; 


SEATTLE, SAN FRANCISCO, LOS ANGELES 
W. F. Coleman 


AVAILABLE ON 


ADVERTISING AGE 


\ 


| OVER 2,550,000 NET PAI 


How is your product selling in rural America? What sizes do people 
‘out in the country” prefer? Where are they buying your type of 
product? And what about your competitors? Are they outselling you 


in this important segment of the national market? 


These and a hundred other equally important questions are now 
answered for you by Farm Journal, through the most exhaustive study 


of farm-family buying ever undertaken. 


Five fact-filled volumes have already been published, and there are 
others to come, including a Continuing Study of day-by-day purchas- 
ing by which you can trace the trend of your product’s popularity 


among farm people. 


All of this highly important inforntation is yours for the asking. Use it 
in planning your sales drives, checking your success, judging your 
competition, scheduling your advertising. We believe it will reveal to 
you a huge and responsive market where every dollar of sales and 


advertising effort will bring back additional dollars of profit. 


America’s Largest 
Rural Magazine 


LGLIGE Dg fete Binge tes $$ ~ 
GOGO POLLO! POOLE LS OF 


FARM 


JOURNAL | 
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‘Blindfold Test’ 
of Copy Tried 
By Westinghouse 


Survey Made of Effec- 
tiveness of Institutional 
Campaign 


Pittsburgh, Feb. 12.—Interesting 
as well as valuable findings were 


revealed in an observation-identifi- | 


cation survey of its institutional 
advertising conducted by Westing- 
house Electric & Mfg. Company 
during 1940. The survey was made 
by the company through its adver- 
tising agency, Fuller & Smith & 
Ross, Inc. 

As outlined by S. D. Mahan, gen- 
eral advertising manager of West- 
inghouse, to ApvERTISING AGE, the 
survey consisted of unidentified 
advertisements and _ self-addressed, 
postage-paid return cards 
were mailed out by each of the 


publications carrying the business | 


institutional advertising to a repre- 
sentative cross-section of its sub- 
scription list. These ads were re- 
prints of some which had previously 


appeared, the only difference being | 


that the name Westinghouse had 
been blanked out in every case 
where it originally appeared. 

The return card requested an 
answer to these four questions: 

1.—Have you seen these adver- 
tisements in our publication? 

2.—Have you read any or all of 
them? 

3.—Who is the advertiser? 

4.—Does this type of advertising 
interest you? 


Magazines Urge Answers 


The publications also inclosed a 
letter of their own requesting, with 


varying degrees of urgency, that 
the reader respond. Those which 
cooperated included: 

Class monthlies — Atlantic 
Monthly, Fortune, Harpers, Na- 
tional Geographic and_ Scientific 
American. Class weeklies—News- 


week, The New Yorker and Time. 
Business monthlies— Future, In- 
vestor America, Manufacturers 
Record and Nation’s Business. Busi- 
ness weeklies — The Annalist, Bar- 
ron’'s Weekly, Business Week, 
Forbes, Financial World, Magazine 
of Wall Street, and United States 
News. Business dailies — Boston 
News Bureau, Chicago Journal of 
Commerce, New York Journal of 
Commerce and Wall Street Journal. 

Out of total mailings of 11,478, 
returns amounted to 1,598, or 13.9 
per cent. Those who said they had 
observed the ads totaled 1,001, or 
62.6 per cent. 

Seven Per Cent Misidentify 

Nine hundred and sixteen of those 
who returned cards said they had 
read the messages. This repre- 
sented 57.3 per cent of the returns 
and 91.5 per cent of those who had 


which | 


(Advertisement) 


Blue Program Schedule 
Covers Full Range 
of Entertainment 


Weekly on Wednesday evenings, 
five miracle kids hitch up to their 
mikes and pass out answers, amuse- 
ment and great gobs of amaze- 
ment to millions of Blue network 
listeners. By general consent “Quiz 
Kids” ranks as one of the most sen- 
sational innovations in radio. 

But it is only one of the many 
fine shows which advertisers are 
sponsoring on the Blue. These 
programs cover the gamut of enter- 
tainment from “Ahead of the Head- 
lines” to “Your Happy Birthday”— 
from Ben Bernie to the slam-bang 
“Gang Busters.” 

With shows like these added to 
those long-time Blue favorites— 
Walter Winchell, Lowell Thomas, 
Bill Stern and “True or False”, to 
say nothing of the serial scripts and 
the public service programs—it is 
little wonder that increasing audi- 
ences are “tuning Blue.” And little 
wonder that advertisers, new and 
old, are finding Blue’s promise 
truer day by day—‘“Sales through 
the air with the greatest of ease.” 


by ee 


observed the advertisements. 

On the question of identifying 
the advertiser, 43 per cent of those | 
who answered the questionnaire did 
/so correctly, and 68.7 per cent of | 
| those who said they observed the | 
‘copy knew who signed it. Some. 
apparently did not feel confident | 
enough about the advertiser to | 
,answer this question, but 7.7 per 
cent of the total returns misidenti- 
fied the company. | 

Almost 60 per cent (57.4) said 
| they found the method of presenta- 
| tion interesting; 10 per cent tagged | 
|them as “fairly interesting,” 
25.5 per cent declared they were | 
not interested in the copy. | 


Analyze Costs Further 


But here’s the most important 
finding of the survey from a dollars 
and cents standpoint: 

The total cost of the advertise- 
ments was $28,498. Their total cir- 
culation was 8,480,991. The cost 
per thousand of circulation thus 
averaged $3.36. 

A further analysis 


showed the 


cost index per 1,000 circulation 
to be: 

Observed, $5.36; read, $5.86: cor- 
rectly identified, $7.81. In short, 
Westinghouse found through this 
survey that it cost $5.36 per thou- 
sand circulation to have its business 
institutional messages 
$5.86 per thousand circulation to 
have them read; and $7.81 per thou- 
sand circulation to have them cor- 
rectly identified. The small differ- 
ence between the cost of having 
them observed and the cost of hav- 
ing them read is interesting, since 


and |it indicates that the majority of | activities. 


those who observed also read the 
advertisements. 


To Continue Ad Trend 
Mr. Mahan said that the busi- 
ness_ institutional advertising of 
Westinghouse will be continued 
through 1941 in a smaller list of 
publications which 
tune, Scientific American, Future, 


Manufacturers Record, Nation’s 
Business, The Annalist, 
Weekly, Business Week, Forbes, 


observed; | 


includes For- | 


Financial World, Magazine of Wall 
Street, United States News, Boston 


News Bureau, Chicago Journal of | 


Commerce, New York Journal of 
Commerce, New York Wall Street 
‘Journal and Pacific Wall Street 
Journal, 

Advertisements in the new series 
will be similar in theme and pur- 
pose to those which appeared dur- 
ing 1940. They look like and are 
written in the same vein as news- 
feature stories and each one gives 
a concise background of some single 
phase of the company’s widespread 
Copy informally and 
conversationally tells about some 
|particular accomplishment of West- 
inghouse which has helped to bene- 
fit business, industry and the mod- 
;ern way of living. 


PRODUCT ADVANTAGES 
TOLD TO SALESPEOPLE 
Pittsburgh, Feb. 13.—The West- 
inghouse merchandising division, 
Mansfield, O., is introducing a new 


Barron’s type of advertising described as a | with 


|service to the buyer. First of the 


aeons nae — 


new year-long series is ap 
in Retailing for February. 

| The ads are directed at depart. 
|ment store salespeople, rathe: than 
executives, and will suggest usefy) 
|hints on increasing sales. The pro. 
| gram is in line with the informative 
|labeling policy adopted by West. 
inghouse, whereby labels containing 
|detailed information on the prodyc 
are sealed to each appliance. Th, 
jnew ads feature table appliances 
irons and roasters. Advantages os 
the product are interpreted to the 
| 


pearing 


sales clerk in terms of custome; 
benefit. 


Describe Automatic Iron 

| One message, “It’s Never Too Ho; 
|—Never Too Cool,” is borne oy 
with a description of advantaves of 
|the Westinghouse automatic iron 
|The company believes this type os 
‘advertising should have just a 
| strong buyer appeal as other prog. 
juct advertising, and should help 
salespeople become more familia; 
features of Westinginouse 
products. 
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One Blue Suit 


with plenty of room 
at the seams! 


Enlarged by new stations, bursting with new 


improvements, broadened by new clients, no wonder 


the fast-growing BLUE NETWORK out-dated its 
September Rate Card in five short months! 


ee 


SOME 


1% & ras a 2 — : ? || 3 Aas ee aie ae cia ae ‘ ; att - Ri iA 
e 3 es 4 ae ; 3 | = -: . : : ai es “ oF A - Bee ; , : | rte : fh. - uaa errs 3 € a is 
o. 
Be = ee 
a 4 ——an—i—i—i _————__——T ooo! [" Fw — eee 
Gg a 
. oe 
be 
— 
id ee 
“a 
a 
ae. 
P.: i 
2% +s Lae i 
See = ‘ 
= = 
i. i 
“7 ar i a" i) 
p) ; . hp ; Ye 
> Sai “Se Bs . . t 
_ & a ge Ue f, 
ee ¥ é 2 é Ph ee i 
4 ie is Pet | \ 
i isi ee | —— >» —— ; | 
: ae, : WAS 2 . 
\ Ne, 
ai $ / ‘ 
Pig ; | | 
ieee en 
Bee ss ts 
a Sean 
ia eo ¥ St. 
eal m 
4 ae 
“ é an 
we a . — to 
7 aha . 3 » 
_ rae 
"a | | 
 , | 
F : nt¢ 
7 nn 
fi sod zio 
es I 
ia 
2 Uv 
. J ee Cs 
4 ee } 
y 3 
a “s , 
ay Ps - : : a < eae Te Wo ah 2 Ay ae a en ee eee at : . ane sf cs" tba re oe Me ee ae a % 
Wi ee : oP en <A Baw, fgg) Oe EEE 2 O ak ; je oe ee “hi oe ts fiaths Wie oe MAS te Cot lg ede a * saa 
Poe: ee it 4, ¢ eae. ae oo ‘&, ‘ci 2S ae % ihe = ee = et Z Be a ee 


in 
i 
oe 
4 
ts 
; 


February 17, 1941 


ADVERTISING AGE 


15 


—_—_—_ — 


A. V. Anderson Made 


A. M. for “Newsweek” 


arthur V. Anderson, who has 
’ member of the Eastern 


} i 

oie taff and Eastern advertising 
manager Of Newsweek, has been 
made advertising manager. 

“&£ Coombs, who has been De- 


troit manager for Good Housekeep- 


ing f several years, has joined the 
Detroi' office of Newsweek where 
he associated with Robert 
Stew: 


Seeks N. Y. Publicity 


Governor Lehman has _ included 
an appropriation of $125,000 in the 


1941-42 budget of New York State 
for restoration of the state bureau 
of publicity in the conservation de- 


partment. Of this amount $25,000 
would be immediately available for 
establishing the bureau without 
dela 


“Spirits” Moves 

Spirits moved Feb. 11 to 
quarters at 30 Rockefeller 
New York. 


new 
Plaza, 


Clear Channel! 
Radio Stations 
Organize Group 


Nashville, Tenn., Feb. 12.—Inde- 
pendently-owned, clear channel 
radio stations throughout the coun- 
try broadcasting with 50-kilowatt 
power on a wave length not shared 
by any other radio station at night 
have organized the Clear Channel 
Broadcasting Service with a Wash- 
ington office headed by Victor 
Sholis, according to announcement 
here by Edwin W. Craig, vice-presi- 
dent, WSM, and chairman of a 
committee of clear channel stations. 
Mr. Sholis recently resigned as spe- 
cial assistant to the Secretary of 
Commerce. 

The service, Mr. Craig explained, 
is intended to familiarize American 
radio listeners with the importance 
of preserving clear channel broad- 
casting primarily as a domestic 
service but also in line with the 


North American regional broad- 
casting agreement which goes into 
effect March 29, 1941. Under the 
terms of the agreement the United 
States is assigned 25 clear channels 
on which priority would be lost if 
any of them was abandoned. 

Mr. Craig said that 81.7 per cent 
of the United States is solely depen- 
dent on clear channel broadcasts 
for radio reception at night. 


Colorado Press Elects 

J. Ember Sterling, editor, Plains- 
man, Hugh, Colo., has been elected 
president of the Colorado Press 
Association. Other officers are: 
vice-president, Frank S. Hoag, Jr., 
Star-Journal and Chieftain, Pueblo; 
treasurer, Otis Moore, Times - Call, 
Longmont, and, secretary and man- 
aging director, Edwin A. Bemis, 
Independent, Littleton. 


a) hd ‘e 
To “Cosmopolitan” Staff 
Park Benjamin, formerly Eastern 
advertising manager for Town and 
Country, has joined the Eastern 
sales staff of Cosmopolitan. 


Unfair Trade Act 
Introduced in Iowa 

An unfair trade practices act 
aimed at deceptive advertising using 
loss leaders has been introduced in 
both houses of the Iowa legislature. 

The preamble to the bill states: 
“The practice of selling certain 
items of merchandise below cost to 
attract patronage is generally a 
form of deceptive advertising and 
an unfair method of competition in 
commerce. Such practice causes 
commercial dislocation, misleads the 
consumer, works back to the preju- 
dice of and against the farmer.” 


Master Venetian to Reiss 

Master Venetian Blind Hardware 
Company has appointed Reiss Ad- 
vertising, New York, to direct its 
advertising. Business papers and 
direct mail will be used. 


Appoint Kenneth A. Kruse 
Kenneth A. Kruse, Chicago, has 
been appointed Western represent- 
ative for the Trained Nurse and 
Hospital Review and_ Practical 
Home Economics, New York. 


YES, WE HAVE OUTGROWN OUR OLD CLOTHES, BUT WE LOVE IT 


Compared to last September we're not only a bigger 
Blue, but a better Blue, and a better buy as well. There 
have been many changes made, changes that are out- 
lined for you in the new Blue Rate Card. More about 


that later. Now we're going to take you traveling. 


Where business is booming and the Blue Network is 
blooming. Latest move finds Station WSUN keeping 
its choice frequency, but expanding to full time with 
5000 watts night and day as the official new Tampa- 
St. Petersburg outlet for the Blue Network. With other 
progressive Blue Stations in Daytona, Orlando, Ocala 
and Miami Beach, no wonder that advertisers who “go 
to Florida” stay on the Blue all year. 


Good news too from the Pacific Coast. For advertisers 
interested in regional campaigns, the Blue Network now 
imnounces a tailor-made schedule of Pacific Coast re- 
ional volume discounts, starting with 2'4 ‘> for a gross 
ling of $350 per week on contracts of 13 weeks or 
wre. (. Advertisers using national Blue Network facili- 
‘es as well, may combine their 


iilities and apply the National dollar volume discounts 


t} 


r entire billings instead. ) 


contracts for all NBC 


tre are now 97 Blue stations under the provisions 
‘the Blue Network Discount Plan. They are located 
the Money Markets, where the nation’s buying power 


Blue... 


is concentrated. Thus more than ever, the bigger, better 
Blue gives clients with a modest budget national cover- 
age at the lowest cost of any advertising medium... 
“Sales thru the air with the greatest of ease.” 


JUST QUT! 
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Your new NBC Blue Network rate card issued Feb- 
ruary Ist, tells you all these facts and more. By now you 
must have received your copy. Read it carefully. It will 
give budget-minded advertisers some brand new ideas. 
It will give agency time buyers more news than their 
morning newspaper. News about the 31 new stations 
affliated with the Blue Network since last September 


about power increases and improvements on the 


important news that says ‘ 


‘Better Buy Blue.” 
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NATIONAL BROADCASTING COMPANY 


A Radio Corporation of meri 


a Service 


National Distillers 
Doubles 1941 Funds 
for Three Lines 


New York, Feb. 12.—Imported 
cordials having virtually disap- 
peared from the market here due 
to war conditions, National Dis- 
tillers Corporation plans to capit- 
alize on its opportunity by more 
than doubling its 1941 advertising 
appropriation for deKuyper made- 
in-America cordials. 

Since 1935, deKuyper products 
have been made in America and in 
Holland by identical processes and 
flavoring ingredients. The Holland 
plant, so far as is known here, is 
still operating, but its exports are re- 
stricted due to the war. The Amer- 
ican deKuyper plant is currently 
running on a double shift, and is 
supplying not only the domestic 
market but exporting to countries 
which formerly imported from 
Holland. 

Promotion of deKuyper products 
will appear monthly in six maga- 
zines, beginning in March. The 
list includes Cue, Harper’s Bazaar, 
The New Yorker, Promenade, So- 
cial Spectator and Vogue. Each in- 
sertion will feature a different cor- 
dial in the deKuyper line. 


Other Products Promoted 


Another National Distillers prod- 
uct, Old Crow Whisky, will also be 
supported by expanded advertising 
this year. Old Crow sales in 1940 
reached a 


new high since repeal. 
The campaign will embrace 11 
magazines and about 175 news- 


papers. 

The Old Crow list includes Col- 
lier’s, Country Life, Esquire, Field 
& Stream, Life, Newsweek, Out- 
door Life, Social Spectator, Sports 
Afield, Time and Town & Country. 
Color copy in page and two-column 
space will be used. Newspaper 
space will range in size from 100 
to 400 lines 

More extensive advertising than 
ever before will also be used during 
1941 for National Distillers’ ‘“con- 
tract brands,” which are sold on a 
franchise bulk basis through se- 
lected distributors. Newspapers 
throughout the country and outdoo1 
advertising in selected markets are 
being used 

Lawrence Fertig & Co 
all three lines 


handles 


Danielson Joins Agency 


Paul A. Danielson, Jr., has re- 
signed from Advertisers Research 
Corporation, New York, to join 
Alfred J. Silberstein, New York, as 
head of the research department. 


Deepfreeze Picks Hanson 


Lee D. Hanson, formerly account 
executive for the Cramer-Krasselt 
Company, Milwaukee, has_ been 
named retail sales manager for the 
Deepfreeze Company, Detroit. 


(Advertisement) 


Blue’s New Markets 
Parallel Defense Billions 


Under the growing impact of 
nearly 14 billions of dollars in de- 
fense orders, the U. S. marketing 


map is undergoing many major 
changes Important markets in 
New England, the Middle Atlantic 


States, and the Pacific Coast are en- 
joying boom-proportion business; 
while in Florida, the Southeast, the 
industrial Middle West and othe 
sections of the country, new mar- 
kets are fast springing up. 

Exactly paralleling these expand- 
ing maikets has been the recent 
growth of the NBC-Blue Network 
Six new Blue stations :dded in re- 
cent months in Florida; a new Blue 
Southeastern group in West Vir- 
ginia, Tennessee, North and South 
Carolina. Nineteen other new sta- 
tions in such markets as Akron, 
Louisville, Tulsa, St. Louis. 

Improvements in transmitters 
have further strengthened Blue cov- 
erage in such major markets as 
Boston, Baltimore, Washington, 
D. C., Cleveland, Detroit, Los 
Angeles and San Diego. In all these 
Blue network markets, stepped-up 
production and payrolls have 
created new sales opportunities 
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February 17, 194) 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


NEW IDEA IN NEWSPAPER LAYOUT 


Interesting Layout 

To the Editor: Attached is a tear 
sheet of the first in a series of ad- 
vertisements designed in conjunc- 
tion with William B. Blake, adver- 
tising manager of the New England 
Telephone & Telegraph Company. 

So far as we know, it is a new, 
streamlined, step-type of layout, 
using candid camera type shots, 
and relying on unusual use of white 
space as an attention getter. 

JOHN C. McCuLtouau, 
Manager, Commercial Division, 
Doremus & Co., Inc., Boston. 


7, Ff 


Interested in Chicks 


To the Editor: We read with a 
great deal of interest an article on 
page 26, headed “Self - Regulation 
Ends Copy Ills of Hatcheries” in 
your issue of ADVERTISING AGE of 
Feb. 3. 

What we want is the name of the 
secretary of the International Baby 
Chick Association and his address. 
We want to write him on an impor- 
tant matter, as regards one of our 
prospective accounts. 

We hope that you have this in- 
formation handy so that we can 
receive it within the next day or so. 

A. G. CARLSON, 

President, Carlson Advertising 

Agency, Pittsburgh. 

v v v 


Neck Sticking Out 

To the Editor: Knowing full well 
the extreme _ risks’ involved in 
claiming a “first” in your letters- 
from-readers page, we, neverthe- 
less, wish to go on record as believ- 
ing that the attached insert sets a 


SAW STANDS OUT 


NEW UNBREAKABLE 
TWO-EDGED BLADE 


Saves 25% a1 


Vore on 
High Speed Sawing Costs 


wow iT woRKS 


SPEND 5) OF $2. PROWE 
YOU CaN SAVE HUNDREDS 
. “ame 


GUAR ANTERO 
SHATIERPENOF: 
UARANTEEO. 
UMBREARABLE! 


DOUBLE-LIFE 204 Say 


a 
DEVELOPED + PERFECTED + MANUIACIURTO ONLY BY 


Ne MILLERS FALLS COMPANY 


GREENFIELO, MASSACHUSETTS «© U6.4 


Unfortunately this reproduction doesn't 

show it very well, but this Millers Falls 

insert is unusual because the upper right 

hand corner is diecut, so that more than 

an inch of the pictured saw stands out 
by itself. 


precedent in die-cut pages of this | 


type. As will be noticed, the upper 
right corner is cut away, 
for the product itself. 

K. Y. Taylor, advertising man- 
ager of Millers Falls Company, and 
this agency are rather proud of this 
job. 

N. B. WINKLESS, 

President, Wm. B. Remington, 

Inc., Springfield, Mass. 

v 


Gets Insurance Theme 
from Admiral’s Talk 


To the Editor: Early last summer 
we launched into the preparedness 
theme for our client, The Gulf Life 
Insurance Company, considerably 
ahead of other general advertisers. 
That this was a propitious move 
has been definitely proven not only 
by setting the pace for advertising 
generally, but by producing favor- 
able business for our client. 

The attached advertisement 
marks another new departure 
whereby advantage is taken of 
news of the day. Admiral Harold 
R. Stark, Chief of Naval Opera- 
tions, made the news by his quota- 
tion, “Dollars cannot buy yester- 
day.” We have turned this current 
and eventful saying into one of the 
strongest insurance lines we have 


except | 


he said. “It is better to write on a/| 
fresh page. It is better to know | 
|nothing than to be possessed of a} 
= of undigested facts.” 

“He’s willing to give up a good 
| job just to try this,” Bill said. 

“Yes,” said Mr. Bullard, “I know, 
|I know. Has he seen Walter Kauf- 


man yet? What is Walter’s reac- | 


LOWEST OUT-OF-TOWN TELEPHONE RATES NIGHTS AFTER FZ 


This four-color newspaper advertisement marks a decidedly new departure in 
strip technique. 


K WON 


| tion?” 
| “Pll go out and get him,” Bill 
| said. 

“IT do want Walter’s 
|Mr. Bullard said. “Now, Mr. Pul- 
ham, let me ask: you a question. 
| What do you hope you'll be doing 
ten years from now?” 

The door opened. A _ red-faced, 
| solid-iooking man entered with Bill 
following just behind him. 

“Oh, Walter,” Mr. Bullard said, 
|“this is Mr. Pulham.” 

Mr. Kaufman pivoted on his heel 
and faced me. His head was bald, 
| but his eyebrows were yellow and 
| bushy. His eyes were a pale blue, 
;and his mouth was grim. 

“How are you, Pulham?” he said. 

“Walter,” Mr. Bullard asked, 


ers] 


reaction,” 


—and the telephone makes it 
easy to pay these welcome 
visits Over any distance... 
quickly, easily, at low cost 


=e 
AND Ali DAY SUNDAY 


heard or used by the simple addi- 
tion of “but—they can buy your to- 
morrows.” 

Of course, it was fitting that the 
illustration should feature our fleet 
as it was for the navy’s behalf that 
the Admiral pleaded. 

These ads are running currently 
in some 35 major newspapers and 
will follow closely the News of the 
day. 

A. P. PHILLIPS, JR., 

A. P. Phillips Company, Or- 

lando, Fla. 


v vy 


How to Go to Work 


for an Agency 

To the Editor: I am enclosing an 
excerpt from John P. Marquand’s 
new book “H. M. Pulham, Esquire” 
which we will publish Feb. 20 and 
| which is a Book-of-the-Month Club 
selection for March. I felt certain 
that advertising people would be 
much amused by this excerpt and 
you have our permission to print it 
in advance. 


ANNE Forp, 

Publicity Director, Little, 

Brown & Co., Boston. 

[Editor’s Note: Here it is: ] 

* . . When he saw us he pushed 
his chair back and stood up. The 
light from the window on his left 
struck his horn-rimmed glasses, so 
that it was difficult to see his eyes 
He looked like a professor about to 
deliver a lecture, except that he 
looked more prosperous. His 
double - breasted gray suit was 
beautifully cut. His gray hair was 
carefully trimmed = and _ brushed 
back from his forehead. His voice 
was vibrant and sonorous. 

“Draw up a chair for Mr. Pul- 
ham, William,” Mr. Bullard said. 
“Will you have a cigaret, Mr. Pul- 
| ham?” 

“No, thank you, sir,” I said. 

“He doesn't mean that,” Bill said. 
| “He'd like a cigaret.” 

Mr. Bullard opened a silver box 
|}on the table. 

“Now, William tells me,” Mr. 
| Bullard said, “that you would like 
to work with us. I hope you 
noticed the preposition with us, 
not for us. We all work together 
|here, a great big team—a family, 
aren't we, William?” 

“That’s exactly what I was tell- 
ing him last night,” Bill said. “A 
great big team.” 

Mr. Bullard stabbed into the air 
with his forefinger. 

“In any form of work,” he said, 
“that team spirit comes into play. 
I am just playing with words, you 
understand. You can comprehend 
my next simile, having been in the 
Service. We all go over the top for 
an idea.” 

“That's right,” said Bill. “Exactly 
the way to put it.” 

“First we sell ourselves on the 
idea,” Mr. Bullard said, “and then 
we go over the top for it. No one 
hangs back. Each contributes what 
little he can. Sometimes I consider 
myself merely a sieve that sifts and 
sorts ideas. I'm just playing with 
words when I say this, but at the 
same time I’m trying to paint a pic- 
ture of the challenge which this 
type of work presents. Now would 
this sort of thing appeal to you, Mr 


| 


oa |“just playing with words, what is 

Pulham? /your first immediate reaction 
“I don’t know,” I said. “I don’t! toward Mr. Pulham?” 

know anything about it, sir.” “You mean without any thought?” 


Mr. Bullard looked out of the’ Mr. Kaufman asked. 
window and no one spoke for a “Just a snap judgment,” Mr. 
while. Bullard said. 

“It’s something in your favor,” “Mr. Bullard,” said Mr. Kaufman, 


2 EE 
“there is something basic there” 

“There is nothing,” said Mr Bul. 
lard, “like an immediate reaction 
Let me see—today is Wednesday 
You might talk to Mr. Pulham 
Walter, and have him ‘ 
Monday.” 

“You'd better come out with me 
Pulham,” Mr. Kaufman said 

Mr. Kaufman led us into anothe, 
smaller office where he sat down at 


come on 


'a flat-topped desk. 


“All right,” he said. “Monday 
morning at nine. That’s all.’ ; 
“Don’t you want to ask me any. 
thing more?” I asked. ; 
“No,” said Mr. Kaufman. ‘Take 


him away, King. Show him the 
Copy Department.” 

Bill took me by the arm anq 
steered me down an aisle through 
the main office. 

“He just wanted to look at yoy,” 
he said. 

“But they can’t hire peop 
way,” I said. 

“Oh,” Bill 
they?” 


answered, “cin’t 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash #455 
CHICAGO 


Syntheti 
Manure 


AN YOU IMAGINE an har- 
assed city editor sending 
out a star reporter on a story 


like this? 


other farm 
manure. 


Capper’s Farmer's Objective Jour- 
nalism did. More than that, Objec- 
tive Journalism not only got the 
facts and the solution ... but carried 
the story through a long court pro- 
ceeding so that every farmer could 
use the idea. 


Objective 


C 
! 


versity of Missouri had worked out 
a method of converting straw and 


wastes into synthetic 


Journalism carried the 


story to farmers. 


But that’s not the end! A chemical 
process was involved. On the basis 
of that process English patentees 
sued Mr. Poirot for patent infringe- 


ment. Capper’s Farmer hired attor- 


Through many sections of the 
middle west, during the early 30's, 
large areas of thin land were fast 
becoming economic wastes. 


Intensive farming had robbed the farmers. 


soil of fertility and humus. Farmers 
needed manure to bring the land 
back. But sufficient manure was not 
always available. Looking for a 
solution, Capper’s Farmer's Objec- 
tive Journalists discovered that a 
man named E. M. Poirot and the Uni- 


neys, fought the case, and won. The 
chemical formula and the Poirot 
Machine are now protected by pat- 
ents held in trust for the use of all 


And there you have another ex- 
ample of what Capper’s Farmer's 
Objective Journalism means to 
American Farming . . . and why 
Capper’s Farmer is such a powerful 
editorial and advertising influence 
in 1,200,000 farm homes. 


CAPPER’S FARMER 


TOPEKA, KANSAS 


In these 13 states, the 
richest half of the Farm 
Dominated Mass-Market 
Capper’s Farmer is read 
in one out of every three 
homes 
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TAKE NEW POSTS 


J. S. Engel, who has been named general 
sales manager of the General Shaver 
division of Remington Rand, and Ralph 


Winslow, former assistant advertising 

manager of Armstrong Cork Company, 

who has been named director of adver- 

tising and publicity for Libbey-Owens- 
Ford Glass Company. 


Advertising Tax 
on Apples Upheld 
in Michigan 


Lansing, Mich., Feb. 13.—With a 


state supreme court blessing at 
hand, Michigan legislators now 
hope to extend the so-called ‘“ad- 


vertising tax” to the butter-making 
industry. 

The court, in a 6 to 2 decision. 
ruled Feb. 7 that the Michigan 
apple tax was valid and not dis- 
criminatory. Six supreme court 
justices declared that the Oakland 
county circuit court had erred in 
holding the 1939 act unconstitu- 
tional. The act created a state apple 
commission to collect a levy of one 
cent a bushel or two cents per 100 
pounds on the marketing of Mich- 
igan apples, the revenue to be used 
to advertise the state’s apple-grow- 
ing industry. Collection of the tax 
had been held up and the commis- 
sion’s funds were impounded pend- 
ing a ruling in the case. 

The supreme court, in a majority 
report, declared that the apple in- 


dustry was large and important 
enough to make its promotion a 
“public purpose.” A dissenting 
opin called the levy “an un- 
iuthorized tax to aid a particular 
| ite industry.” 

Michigan’s apple business 


amounts to $6,785,000 annually. 

Lawmakers said the principle of 
an “advertising tax” probably will 
be extended next to the butter in- 
dustry. The proposal would in- 
clude a one cent a pound tax on 
butter for 15 days every June to 
provide revenues for promotion of 
the industry. 


Seek $500,000 for Ads 

Directors of the New York State 
Hotel Association have announced 
i resolution will shortly be intro- 
duced in the legislature asking for 
i state appropriation of $500,000 to 
finance a state-wide publicity cam- 
palgn 


Bell Promotes Stuffing 


William G. Bell Company, Boston, 
Ss using newspapers in New Eng- 
and to promote Bell’s Ready 
Mixed stuffing. H. B. LeQuatte, 
‘ew York, is the agency. 


——— 


ST 


Popularity plus-- 


5,120 VISITORS to 
WFBR’s Radio Centre 
last year... proof of the 
pulling power of “local 
live talent”? shows. 


Feldman Expands 

Burton G. Feldman and Asso- 
ciates, Chicago agency, has added a 
publicity department staffed by 
three former newspaper men: Aus- 
tin O’Malley, William Fitzgerald 
and James J. McGuinn. 


Goeld Joins Warren 

Seymour Goeld, formerly assist- 
ant art director and _ production 
manager for Columbia Recording 
Corporation, has joined Norman 
Warren Advertising, New York, as 
art director. 


Wagenseil in Four A's 
Hugo Wagenseil & Associates, 
Dayton, O., has been elected to 
membership in the American As- 
sociation of Advertising Agencies. 


Warehouses Play 
Greater Role in 


| merchandising 


| originally 
|storage, Mr. Weathered noted that 


Market Picture 


Chicago, Feb. 12.—Without actu- 
ally entering the sales end of the 
picture the ware- 
houses of the country are finding 
themselves playing a greater and 
greater supplementary role in mar- 
keting, according to G. K. Weath- 
ered, Dallas, general president of 
the American Warehousemen’s 
Association, which is holding its 
golden jubilee convention here this 
week at the Edgewater Beach Hotel. 

Pointing out that warehouses 
were mere places of 


today distributors not only use the 
warehouse facilities as distributing 
centers for their products but part 
of the warehouse service consists of 
providing exhibit space and sales- 
men’s quarters. Customers are 
brought to the warehouse to see 
product displays, to examine prod- 
ucts and to complete purchases. 
There are warehouses of consider- 
able consequence which will still 
perform only the storage function, 
said Mr. Weathered, but these as a 
rule are found only at docks or in 
the very large terminal centers. 

No cooperative promotion of 
warehouse facilities is contemplated 
at this time, Mr. Weathered said, 
although he pointed out that the 
association has done considerable 
advertising of this type in years 


past. The bulk of warehouse ad- 
vertising today is restricted to 
business publications and direct 
mail. The _ possibilities in color 
photography as a means of convey- 
ing the cold storage man’s message 
to prospective storers was’ brought 
to the attention of the warehouse- 
men by Arnold T. Hampson, secre- 
tary of the Merchants Cold Storage 
& Warehouse Company, Providence, 
R. I., in an illustrated talk. 


GM Extends Warranty 

General Motors Corporation has 
informally extended the parts re- 
placement warranty on all lines of 
its cars to 12 months or 12,000 miles 
insofar as dealers are concerned in 
recognition of a practice already in 
effect 
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FOR AMERICA’S LEADING PUBLISHERS 


of National Magazines, Trade Journals, House Organs, 
Church, School, and Farm Publications 


—_ 


The long list of publications now printed on Consolidated’s 
papers reads like a “Blue Book.” In the trade and technical 
tield alone an astonishing number have found Consolidated 
Coated Papers the answer to their paper problems. For 
these fully enameled papers . . . costing no more, and in some 
cases less, than uncoated stocks . . « have opened new opportun- 
ities to Publishers both large and small. 


Today any Publisher of a magazine, regardless of its size 
of circulation or advertising or subscription revenue, can 
afford to use these famous enameled stocks. Thus millions 
of subscribers now read and enjoy finer appearing publica- 


. . and advertisers have the advantage of reproduc- 


tions which show their products almost as realistically as 
the articles themselves. 


FULLY (4a1¢d PAPERS AT 


UNCOATED PAPER PRICES 


Thus Consolidated Coated Papers, by contributing much to the improve - 
ment of Printing, are Making Printing History. 


Month by month, year by year, additional Advertisers, Mail Order Houses 
. . . . . . . ’ 
and Printers, as well as Publishers, are specifying Consolidated Coated- 


Papers . . . some to increase printing quality at no extra cost others 

to avoid the traditional high prices heretofore paid for other Coated Stocks. 
\ This ever growing demand, sweeping rapidly from coast to coast, has made 
Consolidated the World’s Largest Producer of Coated Book Papers. 


44 


- on 


The proof of any paper is in the printing!! 
In the Consolidated Line there is a grade 
just right for your purpose. Try it . 
your next job. 


WATER POWER ann “apes 


MAIN OFFICE 
WISCONSIN RAPIDS, WISCONSIN 


COMPANY 


SALES OFFICES 
135 $0.14 SALLE ST., CHICAGO 
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Ytl/=SPEED UP YOUR CHICAGO 


CHICAGO TRIBUNE DY VAMC 


Available every day of the week, Tribune newsprint color 


packs the extra punch which can step up response and 


get more volume for you from every stratum of buying 


power represented by over 1,000,000 circulation. 


WITH 26 NEWSPRINT COLOR PAGES in the Chicago Tribune 


during the past three years, a coffee roaster has boosted his brand 


to a dominant position in the Chicago market. 


FOR THREE CONSECUTIVE YEARS a re- 
frigerator manufacturer has depended on Chicago 
Tribune newsprint color pages to build the pres- 
tige and dealer influence which have accounted 
for the unique position enjoyed by this product 
thruout the Chicago territory. 


DURING EACH OF THE PAST THREE 
YEARS, newsprint color pages, used strategi- 
cally and well merchandised, have helped a soap 
manufacturer give the special impetus to his 
promotional efforts which has produced results 
far out of proportion to the small extra cost 
of color. 


THREE REFINERS OF PETRO- 
LEUM products for three consecu- 
tive years have supercharged their 
sales drives in the Chicago territory 
with newsprint color pages in the 


Chicago Tribune. 
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SALES WITH 


COLOK/ 


Today, more than ever, invites special promotion. Now is the time to give 


the gun to your Chicago sales with the full power of the newspaper page fired 
with the dynamic action of color. 

Higher industrial activity is providing new buying power. You can capitalize 
your new opportunities here to best advantage with a campaign built around 
Tribune newsprint color. 

Color in the regular news pages of the newspaper is spectacular. It stamps 
your message with extra importance. It gets extra attention and interest which 


smashes thru buying inertia. 


YOU SELL MORE WITH COLOR! 


With newsprint color you can get across the glamorous details of your product 
which excite desire and stimulate action across sales counters. A single page, 
used strategically, well merchandised, can slash a new short cut to recognition 
among key outlets that yours is the product to feature. 

For convenience items or high priced specialties, the extra value of news- 
print color as a sales aid has been demonstrated again and again. For soap and 
refrigerators, coffee and autos, meats and cigars, gas and oils, the results prove 
that you sell more with color. 

With Tribune newsprint color you can give your advertising a new power of 
penetration which can bring new volume from families thruout the entire range 
of Tribune circulation—now more than 1,000,000 every day of the week. 


WHEN YOU CAN HAVE MORE, WHY TAKE LESS? 


Every day you do without the extra power of color, you pass up extra 


FOR THREE CONSECUTIVE YEARS a cigar manufacturer 


has built his Chicago sales drive around newsprint color pages 
in the Chicago Tribune, using a total of 27 full pages in news- 


print color in this period. 


TWO MEAT PACKERS for three consecutive years have used 
Tribune newsprint color pages to launch new products and to 
generate the enthusiasm which has swung dealers into line, 


secured distribution and created consumer demand. 


sales which easily can be yours. There is no need to pass them up when 
Tribune low-cost newsprint color can whip up the increased volume 
which cuts the cost per unit sold. 

When you can have more, why take less? To put new drama into 
your Chicago selling, to swing dealers into line, to give your salesmen 
the market-wide support they need and want, build your Chicago pro- 
gram around newsprint color in the Tribune. Rates per 100,000 cireu- 
lation are among the lowest in America. 

A portfolio of specimens showing how advertisers have used Tribune 
newsprint color to launch new products and increase the sale of estab- 
lished lines will be submitted on request. Ask a Tribune rep- 


resentative to show them to you today. 


Chicago Tribune 


WORLD'S GREATEST NEWSPAPER 


Total net paid circulation now: Daily, Over 
1,000,000 — Sunday, In Excess of 1,200,000 


eer 
age 


Over 1,000,000 net paid total 
circulation every day of the week! 


—on weekdays from 585,000 to 640,000 more than delivered 
by other Chicago daily newspapers. 


—on Sundays from 270,000 to 800,000 more than delivered 
by other Chicago Sunday newspapers. 


Right in metropolitan Chicago, the Tribune delivers 450,000 
more daily circulation than other Chicago daily newspapers— 
more than any two other Chicago daily newspapers combined. 

And on Sunday the Tribune delivers in metropolitan Chicago 
from 385,000 to 475,000 more than other Chicago Sunday 
newspapers—more than the other two Chicago Sunday news- 
papers combined. 
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Press, Magazine 
Sales Reach New 


Peak During ‘39 


Census Shows Loss, 
However, in Revenue 
from Advertising 


Washington, Feb. 14.—John Q. 
Public, his wife, and children spent 
more on newspapers and magazines 
in 1939 than in any previous year 
in United States history, according 
to a Census Bureau report on the 
printing and publishing industries 
which has just been released. 

Subscriptions and newsstand 
sales of newspapers and periodicals 
during 1939 totaled $490,764,302—a 


Exclusive Genuine Wet 
Process Insulators Eliminate 
Shorts 


Electrical Perma- 


nently 


739. 
|in 1937, when receipts totaled $459,- 
| 469,344. 


|dropped $35,315,000 


gain of $30,437,874 over the pre- 
vious peak during the boom year of 
The third highest total came 


Advertising revenue of both 


|newspapers and magazines in 1939, 


however, dropped to $763,950,258 
compared with $1,120,238,395 in 
1929 and $810,053,294 in 1937. 
7,310 Newspapers Report 

Newspapers hit their highest 
mark in history in subscription and 
newsstand sales during 1939. A 
total of $306,192,294 in collections 
from these sources was reported by 
7,310 newspaper establishments 
covered by the 1939 census of man- 
ufactures. That marked an increase 
of $18,685,000 over such receipts 
for 1937, the next best year. Sub- 
scription and sales receipts for 1929 
—peak year of the newspaper in- 
dustry—amounted to $275,781,131. 

Newspaper advertising revenue 
between 1937 
and 1939, from $574,180,206 to 
$539,494,841. In the prosperity 
|}year of 1929, advertising revenue 
|touched $797,338,231. 


Small Companies Unlisted 

The value of products 
|receipts listed by the 7,310 news- | 
| papers covered in the 1939 census | 
‘amounted to $845,687,135, as against 


| Ing, 


and | 


$861,688,664 reported by 
establishments in 1937. 

Newspapers and periodicals doing | 
less than $5,000 worth of business | 
annually were not covered by the 
census, since they account for a | 
relatively small part of the nation’s | 
totals. 

During 1939, 2,558 magazines re- 
ported a total of $409,027,425 from 
subscriptions, newsstand sales, and | 
advertising. In 1937, 2,264 estab- 
lishments listed total income of 
$407 ,834,974 from the same sources. 
Income from _ subscriptions and 
newsstands, $184,572,008, was the 
highest ever reported by periodicals, 
exceeding by a few thousand dol- 
lars the 1929 high figure of $184,- 
545,297. The third highest total, 
$171,960,886, was set in 1937. 

Income from magazine advertis- 
however, dropped from the 


6,980 


1937 
455,417 in 1939. The biennial cen- 
sus figures give 1929 the honors for 
magazine advertising revenue, with 
a total of $322,900,164. In the low 
year, 1933, advertising revenue 


}amounted to only $141,001,525. 


Total Value Declines 


The total value of all 
and receipts of the 
Pp ublishing industries, 
' books, 


products 
printing and 


commercial work, etc., 


7 
t 
4 
f 
w - 
The Alliance Porcelain Detroit Steel Products Co New York University 
Pte vce a B. F. Drakenfeld Olney & Carpenter, Inc. 
py root —eamaai & Co., Inc. The Patterson-Sargent Co 
of America Sencew al . I 
The Aluminum Cooking — ry Industries, Ine. The Pennzoil Company 
Utensil Co. Ferguson-Sherman Plymouth Cordage Co. 
Alumi Ore C . Manufacturing Corp. . . 
Sepagua-enainal tab? —- Ford Tractors and Presto Recording Corp. 
Aluminum Seal Co. Ferguson System Steel Founders’ Society 
NEW CLIENT American Lumber Implements of Ameries 
& Treating Co. Firth Carpet Company The Strong, Carlisle & 
oe Magnesium Fostoria Glass Company Hammond Company 
ake The B. F. Goodrich Co. The Trundle Engineering 
e The Austin Company Brunswick, Diamond, Company 
The Bassick Company Hood and Miller Tires w estinghouse Electric 
The Bryant Electric Co. Goodric h and Miller & Manufacturing Co. 
on Drug Sundries : : : 
ae , ; : The Bryant Heater Co. : : Westinghouse Electric 
LI B B kK \ -OW kK NS- I 8) R | ) Central National Bank Hercules Powder Company Elevator Company 
of Cleveland Sones, Incorporated Westinghouse Electric 
° -< . » r Certain-teed Products of New Kensington International Company 
GLASS CC M | AN \ Corporation KMPC The Station of Westinghouse Electric 
Chase Brass & Copper Co the Stars Supply Company 
Toledo, Ohio Cleveland Fruit Juice Co Lewis & Conger Westinghouse Lamp Div. 
The Cleveland Press Libbey-Owens-Ford Westinghouse X-Ray Co. 
The Cleveland Railway Glass Company West Henn Pener@ 
Company Lincoln Bag Company COS FURS COWSE LA. 
e The Climalene Company Medo Photo Supply Co. ig b+ Broadcasting 
Commonwealth Shoe Mod Talki >i eC ey : " 
& Leather Company reat Ml Ftstuee White Sewing Machine Co 
P.& F. Corbin The Netionel Screw & WIR The Goodwill Station 
Mark Cross Company Manufacturing Company The Wooster Rubber Co. 
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Income of News 


total of $235,874,088 to $224.- | 


including| 


— 


papers and Periodicals 


(As Reported in the Biennial Census of Manufactures) 


NEWSPAPERS 

Total Subscriptions and Advertising 

Year Receipts Newsstand Sales Revenue 
1939 ..$ 845,687,135 $306,192,294 $539,494 84) 
Rae ee eer 861,688,664 287,508,458 574,180,206 
ae 760,247,048 260,224,340 500,022,708 
ere errr 667,820,090 239,147,402 428,672,688 
1931 ... seacctccavace Gees 261,568,832 624,953 969 
Se earn 1,073,119,362 275,781,131 797,338.23) 
Do i's hae Rta dek ea See 977,648,187 252,811,104 724,837,183 
ee are 892,094,122 230,580,880 661,513,249 
rr ce errr 803,497,387 222,559,646 580,937,741 
eer errr 734,321,115 212,635,632 521,685.83 
WOE 9.404 940405400440044% 566,321,409 192,819,519 373,501,099 

PERIODICALS 

Total Subscriptions and Advertising 

Year Receipts Newsstand Sales Revenue 
1939 .$ 409,027,425 $184,572,008 $224,455,417 
Saar re 407,834,974 171,960,886 235,874.88 
1935 329,563,867 143,466,166 186,097,701 
1933 269,293,940 128,292,415 141,001,525 
1931 407,254,079 163,698,035 243,556,044 
re gic daeaty a Coie ahha gd 507,445,461 184,545,297 322,900,164 
1927 482,039,976 176,656,040 305,383,936 
1925 429,039,976 167,757,180 261,759.43 
SE Vigtaaiwiciere sy aataiaes a: 6a eee 351,288,790 138,333,062 212,955,728 
ME: Vgicdbecedaven 270,949,140 115,647,913 155,301,227 
| TPCT TT eee ee 239,984,351 85,186,863 154,797,488 


amounted to $2,170,968,706 in 1939, 
as compared with $2,195,223,398, in 
1937, a decrease of 1.1 per cent. 
These totals include: 

1. Printing and publishing, $2,- 
106,369,784 in 1939; $2,137,760,641 
‘in 1937. 

2. Products 


in allied industries, 
$48,300,026 in 1939; $44,808,508 in 
1937. (Including book - binding, 
electrotyping, stereotyping, engrav- 
ing, gravure, lithographing, photo- 
lithographing, machine and hand 
typesetting, photo engraving, etc.) 

3. Other products, $16,298,896 in 
1939; $12,654,249 in 1937. 


Books, Pamphlets Gain 


Aside from newspapers and peri- 
odicals, other printing and publish- 
ing industries reported these totals 
for value of products and receipts: 
books and pamphlets, $254,852,597 
in 1939 and $239,127,680 in 1937; 
greeting cards, $44,286,121 in 1939 
and $32,636,959 in 1937; commercial 
(job) printing, $584,034,985 in 1939 
and $621,044,797 in 1937. 

The aggregate value of all prod- 
ucts of the lithographing and photo- 
lithographing industry in 1939 was 
$154,394,787. The 1937 figure for 
the industries was $133,149,925. 

The census includes the following 
breakdown, by kind and value, for 


the comparative years: color, $42,- 
901,266 in 1939 and $43,416,389 in 
1937; direct mail, $5,499,108 in 1939 
and $4,884,230 in 1937; labels, $27,- 
087,099 in 1939 and $24,928,571 in 
1937; newspapers and periodicals 
lithographed and photolithographed 
for others, $1,025,568 in 1939 and 
$1,528,086 in 1937; lithographing 
and photolithographing on metal, 
$6,739,771 in 1939 and $6,736,904 in 
1937; decalcomanias, $7,421,796 in 
1939, no data for 1937. 


Push Phonograph Music 


The Phonographic Merchants 
Association, Cleveland, comprising 
operators of 4,000 automatic electric 
phonographs in Greater Cleveland, 
has opened a newspaper campaign, 
playing up a hit tune each month 
The first copy took 30 inches of 
space. It is being followed by 
4-inch ads throughout the month. 
Ohio Advertising Agency, Cleve- 
land, has the account with Samuel 
L. Abrams as account executive. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Plant- 
ing Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Clearwater, Florida (Winter Office) 


A OER gt 
} -* 
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b:. 


Morriss Weisstein, above, is credited with inventing 


the super-market — operates 6 giants which would be 


included in anybody's list of California's 12 greatest. 


Regarded as the biggest independent grocery buyer 


in the West, 


Morriss Weisstein answered 


“KNX,” 


when asked which radio station 4e considered to be 


of greatest power in influencing brand preference in 


all Southern California. 


| KNX 


LOS ANGELES 


Southern California retail- 
ers know what Southern 
California consumers de- 
mand —know, too, that 
KNX is the West's strong- 
est single influence in 
building consumer demand 
for branded merchandise. 


50,000 WATTS 


COLUMBIA'S STATION POR ALL SOUTHERN CALIFORNIA 


Owned and Operated by the Columbia Broadcasting System * Represented by RADIO 84 
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TRIBUTE 


SAVED: 75,000 BABIES 


| pital Sicilians: Journal of Pedi- ‘Kendall i in New Post 


atrics and R. N. 
H. M. Kiesewetter Advertising | 
Agency has the account. 


Seven Magazines to 

Carry Pep Copy 
Advertising for 

year in American Magazine, Col- 


lier’s, Cosmopolitan, 
Redbook and True Story, according 


The Pep copy will reach an audi- 
ence of more than 15,000,000. 


Resigns Castle Films 


Donahue & Coe, New York, has 
resigned the account of Castle 
Films, Inc., New York. 


|of The Rotarian, has been appointed 


| Chicago, 
Kellogg Com-| 
pany’s Pep cereal will appear this | 


Liberty, Life, | 


Returns to Meyer Both 
to Kenyon & Eckhardt, Pep agency. | 


Harvey C. Kendall for 


10 years 
business and 


advertising manager 


general manager of Institutional 
Finance and Purchasing, new 
monthly business paper to be pub- 
lished at 615 N. Wabash avenue, 
by Jesse D. Smith. Rich- 
ard B. Espey has been named man- 
aging editor. 


Laurence A. Whitehead, formerly 
with Retail Reporting Corporation, 
New York, has rejoined Meyer Both 
Company, New York, as Eastern 
field manager. He was previously 
associated with the company for 18 
years, serving as field representa- 
tive in New England, New York 
and New Jersey. 


in a new 
the 


out 
have 
recently 


Bus and Car Card 
Institute Is 


i - 
Being Organized 
11.—One of the 
few remaining segments of the ad- 
vertising business without 
trade association is being organized Mr. 
, tentatively 

Card Institute, it 
was learned here today. 

Promoters of the new 
Wilton S. Bauer 
partners i 


its own 


group are 
and Hans 
& Meyer, Inc., 
New York car card company. 
25 independent operators through- 
most 
leases held until 
» Barron Collier or- 


ganization, have agreed to the plan. 
Temporary headquarters are at 
the Bauer & Meyer office located at 
250 Park avenue. It is expected 
that a separate office for the as- 
sociation will be possible in the 
near future. A membership repre- 
senting about 40 companies is an- 
ticipated. 
Bauer stressed that the group 
would not serve as an advertising 
representative, but had been organ- 
ized to permit ready exchange of 
ideas, standardization of rates and 
sales information and to watch 
legislative trends. 


called 


Meyer, 


Meyer Named by WHDL 

Frederick G. Meyer, Jr., has been 
appointed commercial manager of 
WHDL, Olean, N. Y. 


About 


whom 


fia 


Copy with which Mennen Company is 
paying tribute to the medical profession. | 


Mennen Salutes 
Medical Field | wow 
in New Drive || 590 


WOWS-A-GRAM 


wow 
5000 WATTS 


~ AEX. — DAY & NIGHT 
KILOCYCLES Or Zz G 
Newark, Feb. 11.—Advertising by i 
the Mennen Company will take a 
dramatic new turn next week when | Vol.1 No.1 Published by Radio Station WOW 


OMAHA, NEBRASKA 


the 1941 campaign of the pharma- | 
ceutical division gets under way 
with copy “dedicated to the physi- 
cians, nurses and_ hospitals’ of 
America.” The first message will 
bear the headline, “Saved: 75,000 
Babies.” 

The campaign will embrace full 
and half-page space in national 
magazines and professional publi- 
cations. The announced aim of the 
drive is to transmit to the public 
an appreciation of the remarkable 
results achieved by the medical and 


First Early Morning 
Hatchery Show Pulls 
315 Replies 


pharmacal professions in keeping Folks who raise chickens must get up 

babies safer through antiseptic early in the morning. When Lyle DeMoss 

methods of baby care. . : cng, ; 7 
San Ot Cilia Bites sites broadcast his first “Mystery Chick” pro 


promotion manager, termed the ad- 
vertising “a crusade to give public 
recognition to the excellent prog- 
ress made in lowering infant mor- 
tality.” By this effort, Mennen 
hopes to be able to persuade moth- 
ers Of babies to continue in their 
homes the same antiseptic precau- 
tions observed in hospital nurseries. 

Copy points out that in most hos- 
pitals, babies are anointed with 
Mennen antiseptic oil, and that hos- 
pitals and doctors urge mothers to 
continue the daily oiling through- 
out the first year. It is also pointed 
out that Mennen baby powder is 
antiseptic, and that three out of four 
doctors declared in a recent survey 
that baby powder should have an- 
lseptic properties. 

The consumer magazine list in- 


gram for lowa Master Breeders a recep- 
tive audience was listening in, demon- 
strated by the fact that the following 
day's mail contained 315 cards or letters 
written in response to the lowa Master 
Breeders’ appeal. 


Listeners reported from 12 states, with 
a heavy showing from Iowa, Missouri, 


Nebraska and South Dakota. 


utes Baby Care Monusl, Baby | of the Omaha Zone renewed Foster May 
Talk, Congratulations, Good House- | and his daily “Man on the Street” pro- 
keeping, Ladies’ Home _ Journal, | 

Life, McCall’s and Parents’. The  staae for one year. 


professional schedule covers Ameri- 
can Journal of Nursing, American 
Journal of Obstetrics & Gyne- 
cology, Archives of Pediatrics, Hos- 


FACTS that spell 
0-P-P-O-R-T-U-N-I-T-Y. 


for advertisers! | 


Bank clearings in 1940 were $524.250.- 
0) $38,108,000 over 739. 


Postal receipts were $465.426.49 in 


1940 F ‘ i > ig 
me ine Rie Oscar Bonham, manager of the Dealer's 


Association, said that the program has 
been extremely successful from a com- 
mercial standpoint, and that Chevrolet 
dealers throughout the Zone were en- 


according to local sur- 
approximately $30,955,180 
Winston-Salem only) .. . 6% 
39 ond within 3% 


Retail business. 
vey was 
above 
of the record vear 


G ipod 

t 1928. thusiastic about its continuance. 

‘ee are just a few figures about the During Chevrolet's sponsorshi < the 
iness activity in Winston-Salem. program May has broadcast t “Man 


“rth Carolina’s second largest market 
a market that provides “good hunt- 
t for advertisers seeking SALES. 


JOURNAL and SENTINEL 


Winston-Salem, North Carolina 


on the Street” from hundreds of cities 
and villages throughout the middle-west. 
More than 5,000 persons from all walks 
of life have appeared before the micro- 


Lyle DeMoss {left} with Eddie Butler 
examining mail addressed to the Early 
Morning ‘Nutrena program. 


Car Dealers Sign Year's Contract 7 
For “Man on Street” Program 


For the second time, Chevrolet dealers 


phone of the mid-west’s favorite inter- 
viewer and newscaster. May, with Sports- 
caster Tom Dailey and two engineers, 
went to the west coast for the Rose Bowl 
game, and broadcast a series of special 
“Man on the Street” programs incident 
to the Nebraska team’s appearance in 
the Rose Bowl. 

It is doubtful if any radio station in the 
United States has broadcast important 
events from points so far distant from 
the station itself. But General Manager 
John J. Gillin, Jr., points out that such 
features are a part of WOW’'s long con- 
tinued policy of “giving the listeners 
what they want.” 


Latest Mail Coverage Maps 
And Cartographs Now Ready 


To show advertisers and time-buyers 
exactly where WOW listeners live, and 
exactly how they respond to offers made 
over this station, WOW has prepared new 
and up-to-the-minute factual yoy" in the 
form of mail maps and buyin 5- power 
cartographs. These are planned to give 
you a quick picture of the part wow 
may play in your sales promotion. Send 
for your copies today. 


Local Shows Attract More Listeners to WOW 


Station Starts Year With 
5 New Local Shows 


Geared directly to the particular interests 
of listeners in the WOW territory, five 
new programs were begun in 1941, four 
of them under the direction of the versa- 
tile Lyle DeMoss, WOW’s famous sing- 
ing announcer and production manager. 
Lyle conducts “Your Musical Grocery 
Boy” five days a week for United Foods, 
the * ‘Mystery Chick” program for lowa 
Master Breeders, and the “Nutrena Eye- 
Opener,” three days a week, for Nutrena 
Mills, with Eddie Butler at the Hammond. 
DeMoss and Butler also have a Monday 
evening musical program which is fast 
gaining in popularity. 


NEW DOG FOOD SHOW 


Russ Baker of WOW has gone to the 
dogs with his “Ideal Melodies,” 3 day-a- 
week program for Ideal Dog Food. The 
commercials feature a label-redemption 
plan which is getting wide consumer re- 
sponse from buyers of dog food, 


7 of Year’s 10 Best 
Shows on WOW 


With a continuation of a full Red Net- 
work schedule, nicely balanced with local 
shows and personalities, WOW continues 
to give the listeners what they want. 
Seven of the 10 favorite radio programs, 
and 8 of the 10 favorite radio entertainers 
are heard regularly on WOW. 


You Can Dominate the 
Omaha Great Plains Market 
WITH 


On the RED Network 
590 KC. . 5000 WATTS DAY & NIGHT 
ie JOHN J. GILLIN, JR, MGR. . 
John Blair & Co., Dasreckiincliiiie: 


National Representatives: 
KELLY-SMITH COMPANY 


8C — Radio Station WSJS — NBC 
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Warmee Named Manager 

Roy H. War- 
mee, formerly 
sales manager of 
the Philadelphia 
Coke Company, 
has been ap- 
pointed sales 
promotion man- 
ager of the Min- 
neapolis - Honey- 
well Regulator 
Company, Min- 
neapolis. He will 
assume his duties 
immediately. Mr. 
Warmee won the 
national Howard Roy H. Warmee 
G. Ford award for outstanding 
achievement in sales management 
in 1937, and is national chairman of 
the 1940 award. 


Offers Vitamin Product 


Plough, Inc... Memphis, has 
brought out a new product, Im- 
proved High Potency Vitamin A B 
D G Capsules. Lake-Spiro-Shur- 
man, Inc., Memphis, handles the 
Plough account 


The Outstanding Polish Radio Program 
in Buffalo and Western New York 


POLISH VARIETIES PROGRAM 


Station WHLD—For full details write 


Polish Broadcasting Bureau 
754 Fillmore Ave., Buffalo, N. Y. 


ADVERTISING AGE 


Use of Plastics 


in Aircraft 
Although there has been much 
written within the last couple of 


years about plastic airplanes, 
strictly speaking there is no such 
thing, Herbert Chase points out in 
the Jan. 15 Automotive Industries. 
And unless some new, low cost, high 
strength plastic is developed, it 
seems unlikely that there will be 
produced anything that may be 
properly termed a “plastic airplane”’ 
if by this term is meant a plane 
constructed largely of plastic. 

This is true, the writer asserts, 
because nearly all plastics now 
available are low in strength, rela- 
tively brittle, and not well suited 
for structures which are heavily 
loaded and subject to shock. Most 
plastics are rather high in cost per 
pound, but this is offset to some 
extent by low specific gravity. 


| While nylon and Saran are claimed 


to have the “strength of steel,” 
their utility for aircraft structures 
is yet to be demonstrated and their 
present adaptability is restricted by 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


high cost and limited availability. 
All ordinary plastic molding re- 
quires pressures from 2,000 pounds 
per square inch upward. Presses 
large enough to produce this pres- 
sure over areas such as airplane 
wings are neither available nor 
feasible, and molds of such size for 
such pressures are in the same cate- 
gory. 

This does not mean, however, 
plastics are not without utility for 
aircraft construction. Quite the 
reverse is true. Their largest po- 
tential use in this field is to supple- 
ment and act as a binder for other 
materials, notably wood veneers, 
and it is in this field that they 
appear destined to gain an impor- 
tant foothold. In fact, planes made 
from wood veneers bonded into air- 
craft structures by plastics are often 
referred to as “plastic” structures, 
but this is no more logical than it 
would be to refer to a “glue” desk 
merely because plywood used in 
making it is put together with glue. 
Plastics are especially suitable for 
this work because they are very 
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OUR PLANT AT 


tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 


housed in this modern, fire-proof 


be handled efficiently and promptly. 
Located within easy walking dis- 
tance of Chicago's Loop district, it 
is most convenient for buyers to 
drop in at our office and discuss 


their printing plans with us. 


PRINTING PRODUE 
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A Center of Printing Activity 


Complete facilities for the produc- — 


of any size can 


= 


124 WEST POLK STREET 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. Be it 
a Catalog, Publication, Book- 
let, Broadside or other form 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
to cooperate with you on 


your next job of printing. 


13 CORPORATION 


CHICAGO 
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STEALS A MARCH 
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the new contribution to |] 


NATIONAL DEFENSE I 


| 
ln hurtherance of che geveroment epensed preg am | 
for s healtiner America Pilistmury s Beet Fleur «now 
bewng ranched orth vam Bo nxonnx sod and 
cron three vital tec! chem omen 


Enriched Flour | 
| 
| 


| The greatest wngte tactor @ ow nanonal delense if 


Our new Larx ted Flour oll be made wmiable m all 
mores a rapedhy) as dutrbunee can be complied 


| 

| 
PHILIP W PLLLSBURY. Pressdent 

| 


Pillsbury 
Flour Mills Company 


This single shot 850-line insertion in 75 

newspapers for Pillsbury Flour Milis Com- 

pany stole a march on other millers who 

are equally excited about enriched flour. 

Distribution of the flour has not yet 
begun. 


slightly hydroscopic, are not weak- 
ened by absorption 
and plywood bonded with phenolic 
resins even withstands prolonged 
boiling in water. Furthermore, the 
curing of phenolic resins renders 
them insoluble and infusible, and 
they retain their shape when 
molded. In addition there are many 
other advantages in their use. 
Four general processes (which 
may be revealed) are in use in this 
country for fabricating aircraft 
parts by molding plywood with 
plastic binders; these are commonly 
referred to as the Duramold, Vidal, 
Aermold and Bellanca processes. 


Experiences with the 
Pennsylvania Turnpike 

What was not expected in the 
operating experience of the Penn- 
sylvania turnpike, running 161 miles 
through the Appalachian mountains 
from Harrisburg to Pittsburgh, is 
clear evidence that few automobiles 
can stand the sustained high speed 
that is possible on the road, accord- 
ing to an article discussing many 
operating phases of the turnpike in 
the Jan. 16 Engineering News-Rec- 
ord. Although motor police patrol 
the road to curb reckless driving 
and handle unusual traffic problems, 
excessive speed has been checked 
more by the experience of operators 
who have found that cars and tires 
do not stand up under the possible 
speeds than by the arm of the law 
Even new cars have difficulty with 
bearings and mechanical failure at 
high speeds, and tires are badly 
worn in a few miles at such speeds 
if they are not perfectly balanced 
and aligned. 

One tire manufacturer is said 
to have recommended to the turn- 
pike commission that speeds in 
excess of 75 miles per hour should 
not be permitted. Turnpike authori- 
ties state that very few cars, as 
normally operated, will successfully 
stand sustained speeds greater than 
75 miles per hour. 

In speaking about the lighting 
used in the tunnels on the turnpike, 
it is pointed out that high-intensity 
mercury vapor lamps were selected 


of moisture, | 
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for the inside because the blue- 
white color makes contrasts clearly 
visible and permits distance to be 
judged readily. Sodium _ vapor 
lights were selected for all inter- 
changes, exits, overpasses and ap- 
proaches to tunnels. 


Revival of Ceramic Art 

Attempted in New Jersey 
Inspired by the abundance of 

suitable clay deposits in the stite 


(of New Jersey and the possibi!:t 


that a market might be created ‘oy 
them, the New Jersey WPA Avpts 
and Crafts Project has set up a 


|unit to study these clays and turn 


out some original work in mosiic, 
Ceramic Industry for February ;e- 
ports. Twenty-five artisans, tech- 
nicians, and ceramic engineers e 
being employed in research id 
production. Mosaic designs € 
being turned out for schools and 


other public buildings. 


The design for a mosaic pane! is 
first made on a small scale, in ful] 
color, then enlarged to full sive, 
The latter is called a cartoon, on 
which the place for each tile jis 
designated. The cartoon is sent to 
Perth Amboy, where the ceramic 
engineers and their assistants cut 
the tile according to the design. 

Using a palette of about 30 tones 
and shaping the pieces as he goes 
along, the artisan arranges them 
over the cartoon which has been 
placed on a heavy board. Sand is 
sprinkled between each segment 
and muslin pasted securely over the 
entire surface. After a_ two-inch 
layer of cement is applied, the mo- 
saic is ready to be mounted on a 
wall prepared with mortar-mix- 
tures. The infinite variations of 
tone in tile necessitates artistic 
judgment even in following the 
cartoon. 


Two Join NBPA 


Conover - Mast Corporation, New 
York, publisher of Mill & Factory, 
Liquor Store & Dispenser and Pur- 
chasing, and Associated Cooperage 
Industries of America, Inc., St 
Louis, publisher of The Wooden 
Barrel, have joined the National 
Business Papers Association. 


Mickelberry to Ramsey 
Mickelberry’s Food Products 
Company, Chicago, has appointed 
L. W. Ramsey Company, Chicago, 
to direct its advertising. L. H 
Copeland will be account executive 


Representation wanted in key cities; opportuni. 
ties for experienced national advertising salesmen 


SA 


| Sor N real ; 


Sales Action 
+ DISPLAYS by 
Seen-in-action 


SEEN-IN-ACTION DISPLAY CO., Inc. 
261 FIFTH AVENUE, NEW YORK 


° 


THE FAITHORN 


THE ONE BEST WAY 


—is the modern quickest way 


Today, there's a one best way in everything. 
*, Faithorn COMPLETE SERVICE offers the best way to 
produce the mechanical requirements of your 
advertising. This service consists of (1) ad-setting, 
(2) engraving and (3) printing, with art work and 
layouts—all under ONE roof. Only ONE contact 
and ONE order necessary. If you are interested 
in securing the best kind of production needs 
at a saving of TIME, MONEY and TROUBLE, the 
5 time of times to use Faithorn certainly is now! 


CORPORATION 


Ad-Setters e Engravers e Printers 


504 Sherman St., Chicago 


Phone Wab. 7820 
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TRIES STUNT Evergreen Budget Up Appoints Townsend Sweetheart Soap Plans have not been made as to 

The Evergreen Playground As- The Townsend Advertising Serv- continuance of the promotion, 

sociation, Seattle, has set its 1941 ice, Burlington, Vt., has been named | Offers Brooch pending returns from the couponed 

advertising budget at $21,000, an to handle the account for Sargent, insertions. The offer is also being 


increase of 25 per cent over last Osgood & Roundy Company, Ran-| ¢ : Cc made over the air, on Sweetheart’s 
-. _year. The money will be spent in dolph, Vt., maker of “Arctic Jet” in Premium Oopy spot radio programs. Franklin 
FARIBAULT newspapers, motoring magazines milk cooling equipment. Farm New York, Feb. 13.— Manhattan Bruck Advertising Corporation is 
and on outdoor advertising, with papers and direct mail will be used. Soap Company will launch next. the agency. 
° v4 copy emphasizing the advantages The agency also ds placing winter’ week a premium promotion on amnemanninesbninans 
flovsowWes, of Victoria, Vancouver, Seattle and sports campaigns in newspapers | gvweetheart so: Serine a tedne . 
Tacoma as tourist centers. An as- and ski publications for the Rut- art soap, ofering @ brooch | Two join Gregory 
sociation magazine was discon- land, Vt., Chamber of Commerce, valued at $1 for three wrappers | James N. Slee and V. M. Ayls 
ce eee ceene meas tinued and its funds will be used Pico Peak, Inc., and Winter Sports 4nd 25 cents, using page space od Pen oy bee from S} Re dou 
Tse caw tyoeervaieeer | fOr Newspaper space. Club of Brandon. eee’ a cree magazines and two | Pictures, Inc.,. vm York, o join 
Sens Ae Dale thin stent RO | ee er Sun ay newspapers. Francis Gregory & Associates, New 
Mats Tent Colin bud charg McCormick Joins Cahall Promotes Suivez Moi A similar premium promotion | York, commercial motion pictures. 


Be prepared! Onder Nash's Toswed Cofer : ae last year was advertised only! ——___—_ 
Go cing lo ho emsing, Mf yous ramen eager Russell McCormick has _ joined House of Tre Jur, New York, has locall : a ethics ‘— > eae 
Gerace aaa Saces Cahall Advertising Agency, Phila- launched a magazine campaign for otth as kag iy cage oye Hall & Ruckel Moves 

comer —rengts ta ea dey © sam wat. Bay delphia, as account executive. He} Parfum Suivez Moi, a product of SpESSs On She Dace cover Of) won & Ruckel, maker of X-Bazin 


———e" formerly taught advertising and|the Varva division. Advertising has Family Circle, This Week and Wo- | pepilatory, has’ moved its offices 


wal ‘\ merchandising at the Wharton been increased 50 per cent over | ™an’s Day, as well as similar space | from New York City to 178 River 
es School, University of Pennsylvania. | 1940. in the New York Mirror and News. | Drive, Passaic, N. J. 


Nash Coffee Company, Minneapolis, 
tries a new twist in coffee promotion by 
passing out two-pound tins to house- 
wives who have the brand on hand when 
the coffee boy calls. This newspaper 
copy ran in Faribault, Minn. 


Italian Vineyard ee a ie —. mi 
_— Company Starts ff > i, a 
‘ | Advertising Drive | ai ) | 


n Los Angeles, Feb. 11.—Another 
° California wine maker, the Italian 
t Vineyard Company of Guasti, 
e joined the ranks of advertising 
h vintners last week with a newspa- 


e per and outdoor campaign for its 
a “5000 Acres” popular-priced line of 


a wines. 
if Promotion will be centered in 
1c Southern California for the present, 


e with the campaign being gradually 
extended throughout the West as 
distribution progresses. 

Nicola Giulii, president of the 
43-year-old company, said _ that 
ben while 5000 Acres is the first brand 
ready for immediate distribution, 
“it is our plan eventually to dis- 
St tribute our I.V.C. brand throughout 
en the country.” 


Offers “Old Regime” 


In addition to the I.V.C. deluxe 
line, the company will also dis- 
tribute a brand priced to sell in 


ed between the deluxe and the 5000 , yor 

50, Acres, to be known as Old Regime. ; SKE a: ti bys, ~ ". jj 

H The company owns the world’s 7 / Yy = Yj 
ve largest vineyard and features this ty mes! fe 
— fact in a “believe it or not” tech- : U7 ppp i) 

i- nique in its newspaper campaign. : . 

4 Considerable point - of - purchase 

advertising is also being distributed 


by the company. One unit is so . - ¢ | { 
designed that it sets on the curve and / ia \ ) : | ad \ | a } ) > 
‘ ie a Pa Va . ‘i rt 4 . 4 ’ 


of the barrel, making a package of 
the barrel itself. 
The account is handled by Dan 
B. Miner Company, Los Angeles. 
ne 
R 


. , liraculously Lincoln's seribblings came of age. : 

Wells a Vice-President N ’ ngs came of age, and took 
Stanley E. Wells, sales manager 

of Princess Pat, Ltd., Chicago, has 

been made vice-president of the 

company. He will direct special 

promotion of the recently-created 

Patrician line of cosmetics, from ° . . . 

his New York headquarters. He important favorable impression upon the minds of buyers, as 

joined Princess Pat in 1935. 


their rightful place in halls of marble. Compelling ad- 


fo 
a> va 


“ a — isi o ’ : vic P . . . Hise . sc . »s P . 
aay Vertising on Champion paper likewise inseribes that all 


good printers and lithographers give faithful reproduction of 


your product and message. Whether your job is one for coated 


or uncoated book, offset, cardboard, envelope, or posteard, 


Champion can supply a grade that will please and profit you. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing ... Over 1,500,000 Pounds a Day 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 
DISTRICT SALES OFFICES 


sf product in the lead NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS « CINCINNATI ~ ATLANTA 
CLEVELAND, OHIO 
NATIONAL REPRESENTATIVES— 
— 


RADIO ADVERTISING CORP. 
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Ruud Diverges 
from Humor in 
194] Campaign 


Pittsburgh, Feb. 12.—Diverging 


from the straight humorous copy of | 
the Ruud Mfg. Company | 


last year, 
and International Nickel Company 
are doubling their space for their 
spring advertising campaign of 


Ruud gas water heaters and monel | 


tanks with copy scheduled for seven 
national magazines beginning in 
late March. 

The 1941 campaign will continue 
to make use of drawings as a major 


/- CLINCH COAL! 


‘ T - 
ae bo} GO SOUTH NOW TWOMBLEY= __— ny 


IT's sk GRAND IDEA 


to call Clinch when you want easy-to-fire coal 
with plenty of heating mileage for your money. 
The amount ot heating element in each ton; 
the way it burns; the clean, skillful way it is 
delivered —all assure you of top grade fuel in 
first class condition. Assorted and sized for 
furnace or stoker and guaranteed to please! 


mm ' a'e 


w sows HIRE w. 


- - we'd like it. . 


S0) would you! 


We'd set ourselves to make 
your advertising good to look 
at, easy to read, memorable. 
We'd make it stand tall and 
personable in any company; 
make it reach from any page 
to tug at sleeves; whether it 
was large or SMALL. We'd 
plan and write it to tell the 
things that buyers want to 


know that you want them to 


know; to make people think 
what you want them to think. 
We'd set it to create and 
maintain the opinions and 
preferences and prejudices 
that produce sales. We'd set 
it to BUY dividends. It would 
probably cost you half or less 
than half usual costs. 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


PN 


Telephone 


STATE 1111 


icnerar CLINCH COAL COMPANY: Stuyvesant Peabody Pre 


Crerar Clinch Coal Company, Chicago, 
attempts a humorous approach to the 
| coal selling problem with small-space 


newspaper copy featuring cartoons. 
| 


‘feature of the copy with users of 
|hot water expressing such pertinent 
comment as “Did you say 100,000 
rust-free beauty baths?” “No dirty 
|rusty water for this future movie 
star!” “Hey, ma! There’s no hot 
water!” and “I’m gonna get a water 
|heater tank that’s 
|against rust!” 

| Half pages, nine of them in two 


in American Home, Better Homes 
& Gardens, Collier’s, Holland’s, Life, 
| Sunset and The Saturday Evening 


|Post. Previously, quarter pages 
|were used in this same group of 
|magazines. The campaign will con- 


| tinue through June. 
Marschalk and Pratt, New York, 
is the agency. 


Plans Graphic Arts Clinic 


“Linde Lines,” house magazine of 
J. E. Linde Paper Company, New 
York, will sponsor the third annual 
Graphic Arts Buying and Selling 
Clinic in three sessions, Feb. 18, 25 
and March 4. Meetings will be held 
at the Port Authority building, 111 
| Eighth avenue. 


Fastest 
Woman’s 


Growing 
Magazine 


Guarantees Circulation 


f2,100:000 


* 


480,000 NEW READERS IN 1940 CAUSE 
WOMAN’S DAY TO RAISE AVERAGE NET PAID 


GUARANTEE EFFECTIV 


BACK COVERS 
$3.81 per page pe 


E OCTOBER 1941 ISSUE 


r thousand—formerly $4.68 


% INSIDE COVERS AND 4-COLOR INSERTS 


$3.00 per page pe 


r thousand—formerly $3.22 


ye FULL PAGES, BLACK AND WHITE 


remain at $2.25 per page per thousand. 


Detailed circulation and rate announcement on request 


\Womanrs 


Jay 


ADVERTISING OFFICES: 


360 No. Michigan Ave. 
Chicago 


19 West 


New York, N. Y. 


44th St. Commercial Trust Bldg. 


Philadelphia, Pa. 


guaranteed | 


| 


|colors, will be used for 25 insertions | 


| 
| 


FEBRUARY ADVERTISING LINAGE IN NATIONAL. MAGAZINES 
1941——-_. -——_1940-—_ | ——1941———-"- -—— 1940 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL True Experiences (Mac.) . 26.3 11,271 30.7 13,164 
Fortune 93.2 58,790 S85 55,933 | Hollywood (F.) ...cccccccs . 26.5 11,145 29.6 12.430 
*VYachting 43.7 27,611 54.9 34,681 | Screen Life (F.)........ 26.5 11,120 29.3 12,28: 
House & Garden. 43.1 27,255 39.6 25,038 | Screen tomances (M.M.) 25.6 10,988 31.7 13.611 
fetter Homes & Gardens 38.8 24,517 40.9 25,826| Modern Romances (M.M.) 22.7 9,73 33.7 14 142 
Esquire (N. Y. Metro. Ed.) $5.5 23,843 41.6 27,921| Radio Mirror (Mac.) 22.6 9,714 24.0 10.309 
Esquire (National) 29.1 19,559 37.8 35,461 | PSCtare FIBF sececccss 21.8 9,362 12.2 253 
American Home 35.8 22,603 47.9 30,256! True Confessions (F.) 22.2 9,325 32.3 13.569 
Town and Country 33.4 22,414 3.4 See Ree wsndcunsedes 11.3 8,543 15.6 ] 1 
*Motor Boating ; $8.4 20,907 60.4 26,082|Silver Screen (S.).. 19.8 8,513 20.8 1} 
Nation's Business 16.3 19,859 40.9 17,556| Screenland ...... 19.8 8,513 20.7 892 
Popular Mechanics S84 19,796 84.1 19,945 | Romantic Story Mag. (F.).. 19.6 8,238 27.2 11,41) 
Cosmopolitan $4.2 18,958 48.9 20,962| Junior League 8.2 5,211 6.5 1,099 
House Beautiful 29.8 18,823 37.3 17,236| *Glamour ...... 11.2 4,790 6.8 2.93] 
Popular Science 66.0 14,779 66.2 14,822} Home Arts Ne edlex craft 3.3 2,262 6.1 +146 
Redbook ..... 30.8 13,223 39.1 16,786 | —_— — 
Instructor og 18.9 12,900 15.7 10,747 Total Group 603,353 638 a7 
| Country Life 18.7 12,544 30.2 20,296 STANDARD MAGAZINES 
American 28.5 12,210 34.7 14,868] Atlantic Monthly ‘ 20.2 4,795 22.8 9 
*Sunset 25.3 10,866 22.2 9,535 | Harpers Magazine 20.0 4,753 19.7 1690 
*Picture Play 21.9 0,378 12.3 5,291 American Mercury 4 1,642 9.6 1,876 
toys’ Life ; 13.2 8,996 12.1 8,234 | pois sia ame 
*Grade Teacher ‘ 19.3 8,500 15.2 6,688 | Total Group 11,190 11 \ 
Mechanix Illustrated 37.6 8,416 39.2 8,783 | OUTDOOR 
Christian Herald 18.8 8,047 19.0 8,147| Field and Stream 33.9 14,524 37.5 16.101 
*Ixtension .... 7 9.9 6,781 4.4 6,445) Outdoor Life 32.6 14,001 34.2 14.472 
Arts and Decoration 10.3 6,483 6.2 3,926 Sports Afield 27.9 11,946 25.9 11,123 
Physical Culture 6,200 16.3 7,012) American Rifleman ‘ 21.8 9,345 21.3 9,149 
National Geographic 6,002 25.3 6,020) Fur, Fish & Game.. oer 7,875 15.5 6.445 
*Improvement Era 5,727 11.9 5,085 | National Sportsman . 16.0 6,853 17.6 7,563 
*Popular Publications » 3,979 10.2 2,294) Hunting & Fishing 16.0 6,848 15.3 6,565 
Scientific American 8.9 3,830 13.7 5,880) Outdoorsman 14.1 6,02 ly 34 
True Detective ..... &.8 3,793 10.3 4,415 | Outdoors 12.8 5,491 13.3 706 
*Dell Detective ‘ S.8 3,780 10.8 4,618 | Nature 4.8 2,06 4.7 1,494 
Front Page Detective. .. 8.6 3,703 10.6 4,544 _ - 
*American Forests 8.6 3,612 11.3 4,746 Total Group 84,972 84.552 
(i, erereeer re eee 8.3 3,487 9.4 3,957 . 
American Legion ...... ‘ _o 3,116 6.6 2,836 Pm nse Can 6.7 4533 7.4 . 
*Street & Smith Comb.. 13.6 = 3,052, 12.3) 2,744! Mother's Home Life 5.0 «3475 A197 
PE. b.0e eee an eke ys 4.4 2,751 od 3,592 M aa 5.1 2 201 6.6 9.9 
“Secrets ...... Shee 6.2 2,670 7.6 3,271 | Moose , 2,2 5.6 2,526 
om Fiction Group ‘ 11.2 2,504 13.3 2,975 Total Group 10,209 11 060 
Film Fun .. . 5.6 2,380 1.2 3,097 | 
*Big Seven Group. 9.3 2 O86 10.1 2 258 | JANUARY WEEKLIES AND SEMI-MONTHLIES 
| American Boy ire — 2,075 4.7 3197 | ° Saturday Evening Post ..153.9 104,634 148.0 100,639 
*Nature Magazine ...... 4.7 2,030 4.6 1,957 | *Life 138.7 94,282 112.6 76,542 
Open Road for Boys.. : 4.3 1,828 6.0 2,559 *Time 163.6 70,203 177.4 16,083 
Elks .... y 3 1.1 1.750 xt 2 169 | Collier's 79.5 54,051 89.3 60,717 
Child Life 3.1 1,349 6.3 2692|New Yorker 125.5 53,856 127.8 = 54,815 
Columbia 1.5 1.03 6G 1.736 Business Week 123.1 52,817 96.6 41,442 
Asia .. 29 947 » 0) 862 | Newsweek ud 99.3 42,613 78.8 33,782 
a *American Weekly 16.5 31,428 22.4 $2,661 
Total Group... ree on 541,740 175.089 This Week Ziue 27,994 25.4 26.13 
WOMEN’S MAG AZINES: |Family Circle 61.9 26,568 54.7 23,471 
Vogue rere 131.5 83,086 128.2 a®l. S. News 9.8 25,648 14.4 19,049 
| Harper's Bazaar 79.1 53,172 87.6 2 | Cue 15.7 19,583 18.8 20,937 
| Mademoiselle 108.2 16,403 85.3 Grit 21.7 18,579 30.0 22,091 
McCall's ....:...:. 53.4 36,312 57.2 Liberty 12.9 18,401 42.2 18,115 
Ladies’ Home Journal. 52.1 35.384 49.4 Movie & Radio Guide.. 18.8 12,776 18.1 12,31 
(jood Housekeeping ... te 30,781 84.4 cForbes 22.6 9.683 18.6 7.987 
Woman's Home Companion 41.7 28,335 2.8 29. 1 26 bLook 12.0 8,143 18.7 12,683 
Prue BtOry ..scccccvcccccace 43.8 18,767 46.7 20,023 *Scholasti Yoo 4,140 6.2 2,673 
Parents’ (N. Y ‘Me tro. Ed.). 39.3 16,863 45.7 19,609 Pic 2.9 728 2.3 1,544 
Parents’ (National) ... 36.9 15,814 $3.4 18,599 | , r - 
You .. feueee eal aaks 21.6 13,656 23.3 14,694 Total Group 677,127 694,177 
P hotopla iy and Movie Mir 
Pee Bee? eh evsdeccewe 30.7 l 28.9 12,378 *Figures provided by publishet 
True Romances (Mac.) 28.7 l 32.6 14,000 ‘5 issues 1940 
Household ........ 18.1 13. 24.0 16,342 as issues 1941 
| Movie Story (F.)... 28.6 1: 31.7 13,329) b2 issues 1941; 3. issues 1940 
Woman's Day ..... ‘ 27.9 1 21.9 9,397 e2 issues 1941, 
| Modern Screen (M. M.) 27.0 1 32.1 13,784 Group designations: M.M Modern Magazines Mac 
True Love & Romance (Mac.) 26.5 1 29.0 12.441 | Macfadden Women's Group KF Fawcett Wome 
|} Motion Picture (F.) 27.0 1 29.7 12,457! Group. S.—Screenland Unit. 
bo : |named advertising manager of the 
Monthlies Down Returns to Erwin, Wasey |Pathfinder Petroleum Company, 
Advertising of the Freeman Shoe | Los Angeles. 
But Corporation, Beloit, Wis., is again 
being handled by Erwin, Wasey & | 
Weeklies Go Up Co., Ltd., Chicago. The agency 
handled the account from October, 8 x 10 Cc 
Chicago, Feb. 13.— Losses were | 1936, to June, 1940. ——— 
general throughout the magazine | —_—_—— In lots of 100 or more 


| dicates, although weeklies, reporting | 
show | 


list, reporting February linage totals 
to Publishers’ Information Bureau, 
a tabulation by ApvEeRTISING AGE in- 
or January, continued to 
gains. 

General magazines, with 
lines during the month, 
with 575,089 for the same month of 
1940, were down 7.5 per cent, and 
women’s magazines, with a Feb-| 
ruary total of 603,353 lines against | 
638,550 lines last February, 
down 5.5 per cent. 

Standard magazines were off 6.7 | 


531,740 


| per cent, with 11,190 lines this 
‘month and 11,998 last year. Out- 
door magazines, with 84,972 lines 


this year as against 84,552 last year, 


| showed an increase of 0.5 per cent, 


/ and mail order 


papers, with 10,209 
compared with 11,- 
were down 7.7 per 


lines this year 
060 last year, 


| cent. 


| previous 


Weeklies and semi-monthlies, re- 
porting for January, 
of 677,127 lines during that month, 
compared with 654,177 lines 
January, for an increase 
of 3.5 per cent. 


KOCY Adds _— 

Wallace Dunn, formerly advertis- 
ing manager of the News, Norman, 
Okla., and George Tartar, formerly 
with the display advertising depart- 
ment of the Norman Transcript, 
have been added to the sales staff 
of KOCY, Oklahoma City. 


Deister Picks Curtiss 


Spencer W. Curtiss, Inc., Indian- 
apolis, has been appointed by Deis- 
ter Machine Company, Ft. Wayne, 
Ind., maker of mining screens. 
Business papers will be used. 


| 
compared 


were 


carried a total | 


the | 


Browne to Oil Company 
John B. Browne, Jr., formerly 

manager of the Charles H. Mayne 

Company's Seattle office, has been 


Use actual photos in your catalogs, 
mail Send photo or negative We do the rest 
Quotations supplied for any size. Same low prices 
Photo post cards |'2¢ in lots of 1000. 

Window Displays— Enlargements-—— Transparencies 
Commercial Photo, 41 W. 45th St., N. Y.C 


portfolios, direct 


| 


NBC RED NETWORK PROGRAMS 
RADIO STATION WFLA TAMPA,FLA. 


National Representatives — /onn Blair Co. 
Southeast : Harry Cummings,Jacksemille Fla. 
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SPEAKS FOR MILK 


Yes the Tastier 


Milk that tamed 


Trssi£ THE TERROR 


Po) ‘in Teese tu — > 
* SEBRING YOU OFTER . : ul 
, SUPPLEE @ _Ste4o/t_ 


HOMOGENIZED VITAMIN D MILK | 
—aaee 


Little Tessie, who will carry the adver- 
tising messages of Supplee-Wills-Jones 
Milk Company, Philadelphia. 


Little Tessie to 
Bear Brunt of 
Supplee Campaign 


Philadelphia, Feb. 13.—Little 
Tessie, a new cartoon character, | 
made her bow in the Philadelphia 
area this week to advertise Supplee | 
Sealtest Homogenized Vitamin D 
milk for Supplee-Wills-Jones Milk 
Company. 

Tessie, a freckle-nosed young 
lady of about eight, is a quick- 
change artist who will appear in a 
different role e ch week to tell how 
she’s improved her milk-drinking 
habits since she and her family 
found out about this new kind of 
milk. 

Her readers are warned “I'll be| 
seeing you often” in a corner fea- | 
ture of the advertising in which} 
Tessie carries a sandwich board on 
which there is the slogan, “A quart 
for every child—a pint for every 
adult.” | 

The “Tessie” series continues the | 
advertising which began last May 
to introduce homogenized vitamin 
D milk to the Supplee marketing 
area, which includes Philadelphia 
and the surrounding territory in 
eastern Pennsylvania and_ south 
Jersey. 


Sales Above Average 

Success of the campaign is at-| 
tested by the fact that sales of this 
new milk product are running from | 
three to five times as much per 
route as the national average for | 
all communities in which this new | 
type, premium-priced product is 
sold, according to the company. 

The newspaper schedule calls for 
dailies, weeklies and suburban)! 
newspapers throughout the Supplee 
marketing area. A full program of 
merchandising and driver promo- 
tion is also being used. 

An interesting feature of the ad- | 
vertising is the inclusion of a con- 


41 Test City 


Advertising agency °&* 
ecutives vote Hartford 
the No. | Test City for 
the U. S. A. And that 
makes WDRC, Hart- 
ford, the nation’s No. |! 
radio station for 4 test 


WDRC 


three 


cam p a i g n. 

you the 
that make @ test 
pro- 


gives 

things 
click: coverage. 
grams, rate. 


gasic CBS FoR CONNECTICUT 


| venient note “To the Supplee Milk- 


man” already written and needing 
only to be clipped and left in a 
bottle. The text reads: “We like 
the idea of fresh Supplee butter 
delivered to our door in convenient 
half-pound packages (so we use it 
up while it’s still fresh). Leave one 
tomorrow.” 

N. W. Ayer & Son is the Supplee 
agency. 


Liquid Lipstick Patented 
A patent has been granted Prin- 


'cess Pat, Ltd., Chicago, apparently 


ending legal battles over its formula 
for a liquid lip color. The manu- 


|facturer also was granted a patent 
/on the applicator which is attached 


to the bottle and aids in restyling 


| appearance of the lips. 


Small Chicago 
Banks in Unit 
Advertising Test 


Chicago, Feb. 12.—Thirteen 
smaller Chicago banks which have 
been loath to attempt individual 
advertising campaigns cooperated 
this week in a group advertising 
test by taking space in the News, 
Times, Herald-American, Tribune 
and Journal of Commerce to an- 
nounce “Loans for Preparedness.” 
The copy was cleared through the 
Madison-Crawford National Bank 
of Chicago, of which T.H. Golightly 
is president. 

The copy, which 
300-line space, was 


appeared in 
addressed to 


manufacturers of Chicago and the 
Middle West who have received 
subcontracts in the national defense 
program and require’ immediate 
funds to meet the demand for sud- 
den expansion of their facilities. 
An immediate response was no- 
ticed by the cooperating banks in 
the way of inquiries from prospec- 
tive accounts. 

The banks taking part in the test 
advertising have no formal organi- 
zation. They look upon the initial 
attempt quite as much as a public 
relations move as one of promoting 
the facilities of the banks. Consid- 
erable informal discussion preceded 
actual production of the copy and 
the first steps have been accom- 
panied by cautious regard for the 
fact that new ground is being trod. 


In view of the success which has 
attended the venture there is a 
feeling in the group that their 
numbers will increase to mark a 
successful new trend in unit bank 
advertising. 


WIP to Mutual 


Station WIP will become the full- 
time affiliate of the Mutual Broad- 
casting System in Philadelphia, ef- 
fective March 1. MBS service to 
Station WFIL, Philadelphia, will be 
discontinued on that date. 


Legler to Detroit 


William Legler, copywriter in 
Ruthrauff & Ryan’s New York 
office, has been transferred to the 


agency’s Detroit office to work on 
the Dodge account. 


the flock from 


PA 


sary to separate the mother ewes of 


the lambs, they do it 


quickly and effortlessly with a simple 
double-hinged “cutting gate” that swings 
freely between two separate enclosures, 
guiding the mother ewes into one of them, 


shunting the lambs off into the other. 


In advertising, too, it's often necessary to 
avoid waste by segregating the mothers of 
growing children—and for that purpose 


Parents’ Magazine acts, with the effeetive- 


RENTS’ 


Cutti ne Gate 


HEN sheep-ranchers find it  neees- ness of the rancher’s device, as the adver- 


liser’s “eutling gate.” 


More than 575,000 mothers of growing 
children read Parents’ Magazine. Single 
women do not. Neither do childless mar- 


ried women—nor 


children have grown up and moved away. 
Thus Parents’ Magazine automatically, 
effortlessly and economically weeds out 
for advertisers the bigger buying market 
of young mothers with growing children 
—whose needs swell the consumption of 
ALL produets for the family and the home. 


MAGAZINE 


Serves as the “‘Advertiser’s Cutting Gate” 
NEW YORK, 52 Vanderbilt Ave. «© CHICAGO. 360 N. Michigan Ave. ¢ ATLANTA ¢& SAN FRANCISCO 


older women 


whose 
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J. H. McCullough Promoted 


John H. McCullough has been 
elected a vice-president of Doremus 


& Co. He is in charge of the 
agency’s commercial business in 
New England and has been asso- 


ciated with Doremus for 12 years. 


Willard Shifts Allgood 


D. M. Allgood has been appointed 
director of merchandising of Wil- 
lard Storage Battery Company, 
Cleveland, succeeding S. E. Bald- 
win, who has been named manager 
of public relations. 


WORD Joins NBC Blue 


Station WORD, Spartanburg, S. 
C., will become an affiliate of the 
National Broadcasting Company as 
a member of the Blue Southeastern 
Group, effective March 29. 


Names Tyson Agency 
Magor Car Corporation, New 
York, has appointed O. S. Tyson & 
Co., New York, to handle advertis- 
ing of its shovel division. Business 
papers and direct mail will be used. 


95% RF.D. 


Pacific Coast Grange 


One low 
order — 0n€ _ 


the job. 

PACIFIC GRANGE FARM GROUP 
Mills Building, San Francisco 
J.Wm. Hastie, N.Y.» F.E.M.Cole & Son, Chicago 

“Duncan A. Seott, Pacific Coast 


fic ae 


Preparedness 


to Be Theme of 
Inland Meeting 


Chicago, Feb. 12.—‘Newspapers, 
Be Prepared” will be the keynote 
of the annual meeting of the Inland 
Daily Press Association at the Hotel 
Sherman here Feb. 18-19. In har- 
mony with this theme Clinton F. 
Karstaedt, Daily News, Beloit, Wis., 
president of the association, will 
make a report and recommenda- 
tions as Inland’s representative on 
the Newspapers’ National Defense 
Committee and as a member of the 
conference of heads of leading 


newspaper publishers’ associations | 
called by Frank Knox, Secretary of 
the Navy, at Washington, D. C., 
Feb. 5. 


Three directors will be chosen for 


three-year terms and one for a one- 
| year term as well as a _ president 
and vice-president from a_ slate 


prepared by a nominating commit- 
tee of past presidents. 

The preparedness theme will be 
/uppermost in round table discus- 
sions on newspaper costs, local and 
retail advertising departments, na- 
' tional advertising, editorial depart- 
ments, circulation, mechanical 
production, business office and 
classified linage and service. 

Other topics to be discussed in- 
clude legislative affairs affecting 
newspapers, newspaper public rela- 
tions, social security problems and 
experiments with the five - day 
daily. Winners of the Inland-Sigma 
Delta Chi second annual _typo- 
graphic contest will be announced 
at the luncheon at noon, Feb. 19. 


Lund to Howard Swink 

Malcolm G. Lund, formerly ad- 
'vertising promotion manager for 
the Parker Pen Company, Janes- 
ville, Wis., has joined Howard 
Swink Advertising Agency, Marion, 
O., as account executive. 


To “Program Magazines” 


Jack W. Burnham, formerly with | 


| Macfadden Publications, Inc., New 
| York, has joined the advertising 
|staff of Concert Program Maga- 
zines. 


THE EMPI 


An H. C. Wilder Station 


AT THE "CROSSROADS OF 


Central New York's 
Popular NBC Station 


RE STATE 


F 


= — — - - _ a — — ——< 
Commercial Display Poultry and | Commercial Display Poultry ay 
Including Poultry and Livestock Including Poultry and Livestock 
—Livestock— —Display— —Livestock————— —Dis; vie 
1941— ——1940—— 1941 1940 1941——. ——1940——-~ 1941 v4 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Line 
Monthlies Utah Farmer 14.6 11,007 12.6 9,485 9,739 ~~ 
Country Gentleman 47.6 32,351 44.5 10.485 30,434 28,390) Missouri Farmer 6.3 4,953 6.1 4,794 4.882 > 
Progressive Farmer 
Carolina-Va. Edition. °6.8 31.8 23.134 25,823 22,243 Total Group 114,430 97.426 95,635 <6.9), 
Georgia-Ala. Edition. 36.2 31.3 22,763 25,477 22,064 Bi-Weeklies—January (Two issues unless otherwise noted) 
Kentucky-Tenn. Ed'n 35.5 28.5 20,721 24,736 19,864] Prairie Farmer 
Mississippi Edition... 35.0 30.2 22,004 24,543 20,63 Ill. & Ind. Editions 64.4 46,897 45,029 045 
Texas Edition 24.2 24,897 31.4 22.858 23,6384 21,217] Pennsylvania Farmer 33.2 25,481 23,32 848 
$All Editions 28.8 20,933 23.8 17,340 20,377 16,873 | Rural New Yorker. 27.1 21,230 16,894 1 
$Average 5 Editions 5.5 25.845 30.6 22,296 24,842 21,204 | Wallaces’ Farmer 26.7 20,956 16,201 Re 
Poultry Tribune Michigan Farmer 27.1 20,787 18,851 4 
Eastern Edition 50.2 21,528 9,445 10,059 | California Cultivator 26.1 19,691 18,52 $31 
Central Edition 4 14,704 8806 8,123 Pacific Rural Press 3.3 2,498 2.498 , 
Western Edition 23.1 9,902 6,960 6,746 Northern Edition 3.1 2.322 > 000 ae 
Pacific Edition 25.1 10,75 6.63 6,967 | Southern Edition 24.7 18,694 17,40: ’ 
§All Editions 21.4 9,163 6,202 6,534 | Ohio Farmer 23.0 17,623 16,574 
Farm Journal & Farmer, The 
Farmer's Wife 49.5 21,246 20,020 19,441) General Edition 22.1 17,291 26.0 20,375 15,307 ‘ 
Successful Farming 44.6 20,084 19,896 18,780) New England 
Farm and Ranch 7 26.8 20,212 18,700 17,820 Homestead . 23.4 16,408 23.1 16,167 14,203 a7 
American Poultry Journal |} American Agriculturist 22.0 15,998 25.4 18,486 13,788 49 
Eastern Edition 5.6 19,562 44.0 18,868 7,289 | Nebraska Farmer "0.9 15,201 24.3 17,704 14,175 so5 
Central Edition 29.6 12,706 31.0 13,276 6,566 | §$Average 4 Editions 21.6 15,728 26.1 19,027 14,674 bi 
Western Edition 20.0 8.566 20.9 8.945 5.661 | Wisconsin Agriculturist 19.4 15,200 17.2 13,524 14,702 44 
$All Editions 17.4 7,54 18.6 7,958 209 | Arizona Farmer 19.8 14,965 13.6 10,268 14,024 £6 
Capper's Farmer 27.2 18,469 0.2 20,517 19,415 | "Washington Farmer 18.2 13,743 14.3 10,768 13,611 
| Southern Planter 24.5 147 2s 19,809 15 8.596 | ‘Oregon Farmer 17.9 13,548 14.5 10,930 13,469 14 
*New Jersey Farm & "Idaho Farmer 15.7 11,888 13.8 10,452 11,799 ry 
Garden 32.3 14,519 32.4 14,561 12,877 12,375 | Kansas Farmer 12.4 4.383 10.7 8,125 8,742 " 
Southern Agriculturist. 17.7 12,361 16.4 11,468 11,702 10,849 | Dakota Farmer 13.3 8.660 11.7 8,999 8,295 4A 
California Citrograph 17 11,609 18.7 12.547 11.609 12,547] Missouri Ruralist 11.7 8.911 8.0 6,078 8.16 ; 
*Kentucky Farmers Indiana Farmer's Guide 6.1 4,756 9.4 7,348 4,637 les 
Home Journal 13.2 10,357 13.1 16,251 G.O8S 9,649 - 
| *Florida Grower Total Group . 362.131 ; 326,554 332,215 : ‘ 
Magazine . 10.8 7,334 7.3 4,980 7,334 4,980 | Weeklies—January (Four issues unless otherwise noted) 
Breeder's Gazette 15.9 7.167 16.1 7,259 5.528 5.410 | *Washington Grange 
‘Ohio Farm Bureau = 14.5 15,758 14.7 15,918 15,758 
News ; 15.8 7,102 12.3 5,519 6.996 5.439 | aWeekly Kansas City Star 
| + Hoosier Farmer 15.3 6.900 14.7 6,600 6,900 6,800 Missouri Edition 6.0 14.886 5.8 14,256 12,932 71 
*Idaho Granger 6.5 6,860 1 5,551 6,860 5.551 | Capper’s Weekly 3.8 8.463 4.4 9.869 6,973 a7 
| *hetter Fruit 11.0 4,958 10.8 4,557 4,958 4,557 Dairymen's League 
| *Carolina Co-Operator 10.0 $200 115 1,760 1,200 1.760 News .... : 3,588 5.4 3,943 264 Tha 
| Nation’s Agriculture 8.0 3,595 6 2,519 3,595 2,519 
National Livestock Total Group 42,695 43,986 38,927 aay 
Producer 1.4 3.330 5.6 1.059 iD 964 Dailies—January 
| *hEleectricity on the | Omaha Daily Journal 
Farm RA 2,511 6.5 1.514 2.511 1,514 Stockman 28.5 60,312 25 3,749 50,648 1 
St. Louis Daily Live 
Total Group 164,577 437,949 16,099 STO587 Stock Reporter 23.0 48,969 21.3 $5,510 42,158 ‘ 
Monthlies—January Chicago Daily Drovers 
American Fruit Grower 20.7 9.306 21.0 9.463 306 9.463 Journal , ” {8.787 18.9 40,289 6,816 ’ 
Arkansas Farmer 1.5 , 892 0 zat 0 #918 | Kansas City Daily 
Wyoming Stockman Drovers Telegran 22.8 48.578 19.4 41,351 40,781 ’ 
Farmer ey 2.432 10 6 236 8.2367 - — 
Total Group 26,646 180,699 170,401 1 
Total Group 15,150 15.206 14.845 15.048 
Semi-Monthlies—January *Figures provided by publisher 
Western Farm Life 10.5 1,748 19.4 1a.s7% 18,429 10,398 §Not included in total 
Hoard’s Dairyman $3 17,700 2 16,540 16,450 15,000 a—5 issues 1940-1941 
Montana Farmer 7 13,10 1h 1 431 11,996 11.675 b 1940, all pages 238 lines 1941 format neludes 
Farmer-Stockman 16.1 12.157 18.9 14.807 10.367 12.294| pages; also 258 line pages 
‘Oregon Grange Bulletin 11.0 11,908 14.9 16.874 11,948 16.674 tS issues in 1941 
*California Grange ‘3 issues in 1941 t 
New 10.9 1,764 S316 11,764 8.316 > issues in 1939 i 
| ' ; = ar | 
of Advertisers Mailing Service, Inc \ 
February Farm Canners Name Payne New York. He was associated with 
M . Happer Payne, director of pro-|Ahrend for 18 years. : 
onthlies Show motion for Good Housekeeping, has | 


Gain of 5.8% 


Chicago, Feb. 13.—February 
sues of farm monthlies showed a 
gain of 5.8 per cent over last year 
lin commercial display advertising 
including poultry and livestock, ac- 
cording to an analysis of figures 
supplied by Publishers’ Information 


is- 


York, 


been appointed head of a new divi- 
sion of the National Canners Asso- 
ciation devoted to descriptive label- 
ing. 


Wilhelm Takes New Job 


Robert P. Wilhelm 
from D. H. Ahrend Company, New 
to become 


has resigned 


general manager | 


For Ov 
1170 B 


‘‘Merchandising Authorities 
er Thirty Year 


ROADWAY. NEW YORK 


Bureau, and by farm papers them- 
| selves. 

The monthlies carried 464,577 
lines this month, as against 437,949 
last February. Semi-monthlies, re- | 
porting January figures, showed an 


increase of 17.5 per cent for that | 

month, their total being 114,430 | 

lines, against 97,426 last year. 
Bi-weeklies, also reporting for 


January, indicated an increase for 
the month of 10.9 per cent, with | 
362,131 lines during that month and 
326,554 during the previous Janu- 
ary. Some of this gain can be at- 
tributed to the centennial edition of 
Prairie Farmer, which boosted that 
publication’s January total from 
17,989 lines last year to 46,897 lines 
this year. 

Weeklies reporting for January 
had a loss of 2.9 per cent, dropping 
from 43,986 last year to 42,695 this 
year; and dailies, likewise reporting 
January linage, showed an increase 
of 14.4 per cent, their January total 
being 206,646 lines, compared with 
last January’s figure of 180,699 
lines. 


A. S. Anderson Promoted 


A. Scott Anderson, formerly head 
of the service department of Equi- 
table Life Insurance Company of 
Iowa, Des Moines, has been made 
manager of the newly-created sales 
promotion department to handle all 
activities connected with advertis- 
ing, contests, conventions, publica- 
tions, etc 


AGMA Sets Meeting 


Associated Grocery Manufactur- 
ers of America will hold its annual 
mid-year meeting May 22-23 at 
Skytop Lodge, Skytop, Pa. Austin 
S. Igleheart, executive vice-presi- 
dent of General Foods Corporation, 
has been elected chairman of the 
executive committee of the AGMA. 


Sahlin to Colestype 


Vinson A. W. Sahlin, for the past 
five years a member of the sales 
staff of Rosenow Company, has 
joined the staff of American Color- 
type Company, Chicago. 


Ir 


POPUL 


ir 


Intermountain Market 
people prefer the lively 


Showmanship of 


Sg 


gi 


RED 
NETWORK 


Representative: JOHN BLAIR & CO. 


P a ng Big aa 
| ee ee 
| . i : ee 
= ' 
i : 
‘ ————————————— 
ae me - 
ae A 
a fl +e. 
a ue 4 - 4 7 = > 
e 3 > \w 
J Circulation 
me harmers J£0US,, PFOr 
a dimesive, responsive to your ad- 
vertising- Reach 80,000 of them 
(i out of every 4 families 
he ae the Coast) through - hen - 
i ington Grange News Orege 
«| < Grange Bulletins ea ever 
| Fd ma 15, Idaho sranger- 
a. Grange News, ** ae -one space 
i j ypaign — does 
ns - a. ee a 
> , IA HAIRE iA 
& Ss po | 
ag | ( 
a ee e 
a eee , ‘ : sel 
= ae | — rel 
. : ae fea 
= . ee ar fm the 
en a , We 
— a i P eee is | Co 
: am rons aaa ‘st Lo 
, oaethisasstit: seatith Breit e erage?” ‘ 
a - Tirpiaap ies , . : j ”" “ie yg Rit 
ae ae rei * gre 
a : ae : . wil 
ee | o 
BP. - . ae ay Se : 7 vie 
eM ; ‘ aes : 7 ae ae 
a 3 sis titty rete: Bee: 7 * ZA 
, es a Ae : » | 
4 i ~ ‘ a \s 
“ E “ae \ oe ae es 
. 2 KEENE. nN. aoe eee : Pas Be 
e. i he i: lia r 3 - 
: 7 eae . A R ' . eS : 
oe ROY: nv ie Station a 
2 SYRA —— 
= ee oy ' ° 7 ae a , 
4 : | i » Bs. is —- — ian g % i a “ j 
: Re e a vi =e ss ee : i: Bas 
| ae : | 
4 4 : hier abe oe ol o : | 
We pe: a : ae a 285 a Eee > oe im P rs, ‘a ” ‘ . : : 
et Me ae Teej 1 a ud eet al No ee ae ee, S ee teeta . ‘ 
bar a ean r e nF re hs & de 3 we ? fa Sat agk ae dt tes Sad, : ae) % wa ais el Ait Jacl ' ; £ f q 4 ae 
ea ae 2s i T e, 4 = oe re ar. ba pS ake Loe ee a : of gi eae poe 
ae le ae oes eae ae FOB NE RPE ais ieedesy pe 
TE RE er ; “x. me ‘ = = . e 4 OE ee ne fa ae ; ae | 
See Ae oes fy ~ - gg ¥% 


:s . a 
a nee = “ 
February 17, 1941 ADVERTISING AGE 27 
UNFAIR TRADE ACT BATTLE IN IOWA Adrian Bauer Appointed Breskin Opens in Ohio Join “Everywoman’s” 
- ~~ = — — Adrian Bauer Advertising Breskin Publishing Corporation, S. C. Warden, formerly with 
I NAZI ERM N FAS | T ITALY Agency, Philadelphia, has been ap- New York, publisher of Modern Printers’ Ink and Meredith Pub- 
iS TH A Y OR C $ pointed for H. Bomze & Brothers, Packaging and Modern Plastics, has lishing Company, has been- named to 
maker of June Arden frocks. In- | opened a Cleveland office at 1010 handle advertising in the Middle 
--QR is IT IOWA? tensive dealer promotion is planned, Euclid avenue to serve the Ohio West for Everywoman’s. John H. 
7 to be followed with a large-scale and western New York territories. O’Toole, formerly with Singer Sew- 
campaign in women’s magazines. Robert L. Davidson, formerly with ing Machine Company, New York, 
DO YOU WANT A PRICE-FIXING, PRICE-RAISING LAW? —_—--—--—- the New York sales staff, is in has joined the magazine’s New 
° ° charge. York advertising staff. 
THIS MESSAGE IS TO YOU, MR. AND MRS. IOWA CONSUMER, MR. AND MRS. IOWA FARMER, ins 
MR. AND MRS. IOWA LABORER AND MR. AND MRS. IOWA WHITE COLLAR WORKER —— J pan ‘ slap : tts 
rank F. Wieder, former adver- 
PRICES WILL RISE [roms science neers | ME monesED PtICEAHIM, —tising manager and vice-president Hurd at Camp Devens Todaro Transferred 
ies east | ome man . PRICE-RAISING BILL in charge of sales for A. B. Kirsch- Richard Hurd, of the art depart- L. Charles Todaro has been trans- 
=e = are srg bak oye sind “Untein Trae , baum Company, Philadelphia cloth- ment of Anderson, Davis & Platte, fered from the circulation depart- 
oe $| Sia poceiinans cat @ubenses enon = bm A “TOs ing manufacturer, has joined Julian New York, is at Camp Devens, | ment of Chemical Industries to the 
ales a ea . G. Pollock Company, Philadelphia Mass., for a year’s tour of duty with advertising department, and will 
nernnnnrrr aod OCF © TOME. bs agency, as account executive. the 101st New York Cavalry cover the Eastern States. 
0. S INDICTMENT CHARGES POOUPTLY--grove GITW MOLT. ond ¢ ‘ 
UNFAIR F000 PRICE RULE etroeity will shimb exe from our golddomed capitel te the places (rem shrwce thr: come 
wr end WARNIN 
7 seesme||- gaa e ae mano 
- ic = fowe ls Pett Solely Oy | 
4 S325 “= Alex N. Gelb Mr. & Mrs. lows Consumer, ott AND WAN THIS COUPOR—mOW 
a Morebeet What Is Your Opinion of This: “2 S:tetscs°S2 Crise. ewe 
Price-fining ond other dicteterial methods Orapetater G2 Price-Fixing, Price-Rarsing Bi’ : : 2 . 
pres jon! Germany, Favcist ely Com MAY'S DRUG STORE . 3 sawe 
a4 mont a depen But this = Coder Hepes lowe spome ss 
Protest This Proposed Measure! Write a Letter or Send the Coupon to Your lowa Legislators 
YOUR STATE SENATORS —y Countios | YOUR STATE REPRESENTATIVES — Oy Cowntion 
| = tz 
; Nothing seems so sure to release a flood of pro and con advertising as the 
th introduction of a loss leader or unfair sales measure. This full-page newspaper 


copy in Des Moines deplores the introduction of an unfair sales law in the state 
legislature. Alex N. Gelb, proprietor of May's Drug Store, Cedar Rapids, 
placed and paid for the page. 


network of the National Broadcast- 
ing Company. This is the period 
immediately preceding the Jack 
Benny program for Jell-O which 
will be vacated Feb. 23 by General 
Mills, Inc. as sponsor of “Beat the 


Armour and Mars 


Launch Shows; 
General Mills Off 


New York, Feb. 12.—Armour & Band.” Grant Advertising is the 
Co. will launch a new musical | Mars agency. 
series, “Treat - Time,” beginning Cudahy Shifts 
Feb. 24. The new program will | ’ \ : 
feature Buddy Clark and will be in| Cudahy Packing Company will 
the interest of Treet, ham product. | Shift “Bachelor's Children” from 


CBS to an NBC Red network of 35 
stations beginning March 24. In 
| behalf of Old Dutch Cleanser, the 
serial will be aired daily from 10:15 
to 10:30 a. m. Blackett-Sample- 
Hummert is the agency. 


“Treat-Time” will be aired Monday, 
Wednesday and Friday from 11 to 
11:15 a. m. over 51 stations of the 
; Columbia Broadcasting System. | 
| Lord & Thomas is the agency. 


Mars Adds Orchestra 
Mars, Inc., will sponsor Ted Fio 


Thrivo Continues 


ih om tehe etieieasion in & ager on Modern Food Process Company 
ion = behalt pr t _ . a | coat has renewed “The Moylan Sisters” 
gam in os OF Ne Candy Srs,/ for Thrivo dog food and “Olivio 


beginning March 2. The orchestra 
will broadcast Sunday from 6:30 to 
7p. m. over 25 stations of the Red 


Santoro” for Philadelphia scrapple. 
The Thrivo program is aired Sun- 
day from 5 to 5:15 p. m. and the 


Philadelphia scrapple program is 
Se earl in the following 15-minute 
riod. Clements Company handles 

GRANDMA WON'T DO! te account | 


We can’t find out what Grandma 
wants for Christmas or why Aunt 
Maggie wears cotton hosiery . . . 
but. if you want to know what 
young housewives are thinking. 
doing. believing. buying. listening 
to, laughing at... ask us! Our 
Survey service should interest all 


Hoffman & York Adds Two 

L. J. Mueller Furnace Company 
and Le Roi Company, both of Mil- 
waukee, have appointed Hoffman & 
York, Milwaukee, to handle thei: 
advertising. 


advertising agencies. Yes? E D Duryea Adds Duties 

‘H. (¢ -™ Edwin D. Duryea, vice-president 

Te radle Con dewviee, Ine and secretary of O'Mara & Orms- 
bee, New York, has also been ap- 


SN. Kingshighway 


ees 


St. Louis, Mo. 


pointed treasurer 


a 


SAMSON— 


anew typeface 


Here is a new Ludlow display typeface with power plus, competent 


to deliver a man’'s-size message with conviction interesting and 


original in design and, like no other available typetace. it will con- 
tribute a note of individuality to any composition in which it is used 
Now available in Ludlow matrices for display composition. Specimen 
sheets will be gladly sent upon request addressed to Ludlow Ivpograph 


Company, 2032 Clybourn Avenue, Chicago, Illinois 


Actually 


2 TIMES 


many Farm Readers in 
America’s Richest* Farm Market 


WITH 


MIDWEST 


CHICAGO: 6 N. Michigan 
NEW YORK: 250 Park Ave. 
DETROIT: New Center Bidg. 
SAN FRANCISCO: Russ Bidg. 


WALLA ES [ARMER 


FARM PAPERS 


These farmers pay nearly TWICE as 
much for their Midwest Farm Paper; 
yet in the 8 big-income midwest 
states, there are approximately . . . 


farm 
the average National 


subscribers to subscriber to 


farm 
the Midwest Farm 


oe | tel Papers, for every... Farm Paper. 
~ a ua 4, ® Twice the readers, at twice the subscription 
<A i. Be S price, equals the biggest farm advertising buy of 
Gs® ~—_ c We 1941. That’s the Midwest Farm Papers. 
Sete econ \ Da Noo a 
\ * #%e More than 4 of the nation’s entire farm income 


4233 ie 


is concentrated in these 8 midwest states (see 
map at left). You get over 80% farm coverage 
of these 8 states with Midwest Farm Papers. 
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Marriage Market 
Thrives on War 


and Re-employment 


1940 Sets New Record 
with August Displacing 
June's Lead 


New York, Feb. 11.—Unclie Sam 
gave Cupid a rifle last year and 
started the little fellow on a shoot- 
ing spree that resulted in the largest 
number of marriages in the na- 
tion’s history, according to the an- 
nual study of the wedding market 
by Jewelers’ Circular-Keystone, 

By enacting the first peacetim« 
draft and pouring billions of dollars 
into the defense program, thus giv- 
ing young people both the incentive 
and the wherewithal, the govern- 
ment is credited with having en- 
couraged the unprecedented num- 
ber of 1,367,796 marriages. This 
figure represents a 17.2 per cent 
increase over the 1939 total. 

How much of the increase can 
be ascribed to a dislike of army life 
and how much was the result of 
increased industrial activity cannot 
be determined, but the influence of 
the defense program in encouraging 


CHROMURA PRINT 
from KODACHROME 


e The ultimate incopy for process plate work! 
e Can be retouched as desired and fitted 
into art work. ¢ Gives new reproduction 
perfection— stops all technical alibis.e Cap- 
tures Kodachrome’s full richness — price 


$38.00 up—reduces plate cost—Investigate! 


PHOTOCHROM ° Chicago 


1141 W. Belmont ¢ Bittersweet 0036 


4 4 4, «> 4 


CHART MEASURES MARRIAGE RISE 
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Statistics compiled by Jewelers’ Circular-Keystone used in graph to show record 
increase in marriages. 


a nationwide dash to the altar can 
be seen in a chart prepared by the 
business paper which shows a sharp 
rise in marriages during the month 
of August when both conscription 
and the defense program went into 
high gear. August last year was a 
bigger month for marriages than 
June, traditionally known as the 
bridal month. It is estimated that 
there were 185,022 marriages in 
August, as compared with 148,780 
in June. 

Normally, the survey points out, 
marriages in the first six months of 
the year are about equal to those in 
the last half. In 1940, however, 
there were almost seven per cent 
more weddings performed in the 
second half than in the first. 

Marriage statistics, according to 
the survey, continue to reflect in- 
dustrial prosperity, with the largest 
advances in the number of mar- 
riages occurring in the biggest in- 
dustrial centers. Among the 50 
largest metropolitan areas covered 
by the study, some of the more 
spectacular increases in weddings 
came in Louisville, with an increase 
of 62.6 per cent over 1939; Buffalo, 
44.6 per cent; and Youngstown, 44.4 
per cent. 

The survey also shows the influ- 


ence of legislation on the marriage 
market since it points out that the 
percentage of increase in marriages 
in 1940 over 1939 would have been 
greater if four California cities had 


been eliminated. The imposition of | 


a pre-marital health examination 


and a three-day wait after issuance | 
of the license had a marked effect | 


there. 


Remington Shifts Engel 


J. S. Engel, formerly Western 
sales manager, has been promoted 
to the position of general sales man- 
ager of the General Shaver Divi- 
sion of Remington Rand, Inc., with 
headquarters in Bridgeport, Conn. 
He began with the company as a 
salesman for the Remington Type- 
writer Company. 


Insurance to Huber Hoge 

Federal Life & Casualty Com- 
pany, New York, has appointed 
Huber Hoge and Sons, New York, 
to direct its account. Radio will be 
used to promote the Federal sick- 
ness and accident policy. 


Manders Moves Offices 

Manders Company, New York, 
advertising display material, has 
moved its executive offices to 34 W. 
27th street. 


JOM 


AS 


‘ 
STATION KTSA SAN ANTONIO 


ANNOUNCES THE APPOINTMENT OF 


BLATR & COMPAN 


NATIONAL REPRESENTATIVES 


EFFECTIVE MARCH 1, 1941 


With 5000-1000 watts power at 350 KC . 


with an 


outstanding record tor local showmanship, plus a strong 


schedule ol Columbia leatures 


_. KTSA is the top 


radio buy, dollar tor dollar, in the rapidly growing San 


Antonio market. lor lurther details, consult the nearest 


John Blair office: 


CHICAGO 
520 N. Michigan Ave 
SUPerior 8659 


NEW YORK 
341 Madison Ave 


Murray Hill 9-6084 


DETROIT ST. LOUIS 
New Center Bldg 349 Paul Brown Bidg 
Madison 7889 Chestnut 56088 


LOS ANGELES 
Chamber of Comm. Bldg 608 Russ Building 
Prospect 3584 


THE VALUE \y 
OF INFORMATION | 
IS MEASURED BY ITS 
RELIABILITY 


SAN FRANCISCO 


Douglas 3188 


—_— 


Getting Personal 


John J. Gaines, Jr., a.m., Daily News, Athol, Mass., is honeymoon. 
ing with the former Mary C. Curtin, Woonsocket, R. I. They were 
married Feb. 8. . . Charles Perrine, manager of the Hollywood office 
of Ruthrauff & Ryan, announced the visit of old man stork, a seven 
and one-half pound girl arriving at the Hollywood hospital Jan. 31 

Three revolvers, carried in Texas 50 years ago by the late Stephen 
C. Berger before he became advertising manager of the old Philade|- 
phia Public Ledger and New York World, have been donated by Mrs 
Berger to the American Committee for Defense of British Homes 

Charlie Peace, general manager, News-Piedmont, Greenville, S.C, 
has been named to the board of directors of the Greenville Basela}| 
Club. .. Charley Caley, commercial manager, WMBD, Peoria, II1., has 
been appointed general chairman of the city’s 1941 Community Fund 
campaign which will have a quota of $240,000. . . 

G. Lynn Sumner, pres., Ad- 
vertising Club of New York, 
received a life-size oil painting 
of Abraham Lincoln, by Frank- 
lin C. Courter, entitled “Lin- 
coln in Repose,” Feb. 6, fron, a 
group of friends at the conciu- 
sion of Mr. Sumner’s talk }e- 
fore the club on “Lincoln and 
His Generals.” Leonard Drey- 
fuss made the presentation to 
Mr. Sumner, who has made a 
life-long study of Lincoln. . 

Col. C. Robert Baines, pros. 

Advertising Distributors of 
America, New York, who has 
been called to active duty with 
the army at Camp Lee, Vir- 
ginia, was honored by his busi- 
ness associates with a luncheon 
Feb. 8. He formerly was editor 
of Army & Navy Journal and 
publisher of American Legion Magazine. . . 
_ Mason Warner, Chicago agency head who has written many rears 
in the Chicago Tribune on the wonders of foreign countries, is plan- 
ning a timely trip to South America to appraise its possibilities. I} 
will not, however, be his first jaunt South of the Caribbean. . . 

Albert D. Lasker, chairman of the board, Lord & Thomas. was 
among those selected by the Merchant Tailors’ and Designers’ Asso- 
ciation for the list of 20 best-dressed men of 1941. . . 

Chicago agency men have been in demand as speakers for business 
publishing groups this month. Walther Buchen, head of The Buchen 
Company, and E. Ross Gamble, vice-president of Leo Burnett, Inc. 
addressed the Dotted Line Club and the Chicago Business Papers 
Association, respectively. . . 

P. V. D. Lockwood, a.m., New York Central System, has retired at 
the age of 70. His associates threw a goodbye party for him before he 
left for his new home in Ramona, Calif. A pioneer railroad adman. 
he started with the N. Y. Central in 1887 as an office boy. He quit 
once to work for the old Lesan agency, but later rejoined the rail- 
road... 

Frank E. Mullen, v.p. and gen’l mgr., National Broadcasting Co 
has been elected a director of the American Forestry Association 
Frank knows all about trees, having served with the 20th Forest En- 
gineers in the World War, gained a forestry degree at Iowa State, 
and conducted the first radio broadcast service for conservation 

Earl Means, v.p., Bristol-Myers Co., was tendered a banquet by his 
associates to mark his completion of 35 years service with the com- 
pany. . . Neville Miller, National Association of Broadcasters prexy, 
was asked to draw for the attendance prize at a meeting of the Radio 
Executives Club. He drew 168 from the hat—his own number' But 
he didn’t get the “Pot 0’ Gold” award, for the third number drawn 
gets the cash. . 

John W. Barr, v.p., Institute of Public Relations, turned pedagogue 
for four lectures before the Yale University Bureau for Street Traffic 
Research. . . Capt. Norris H. Evans, a.m., Baby Talk. has been called 
to active military service at Fort Benning, Ga 

On past occasions, when Jack Benny has mentioned his sponsor o! 
his Jell-O show, he has used the name of “Mr. Mortimer,” obviously 
referring to C. G. Mortimer, v.p. and gen’'l a.m., General Foods Corp 
On last week’s Benny broadcast, the sponsor’s name was “Mr. Har- 
rington.” The comic couldn’t have been referring to Thomas F. Har- 
rington, radio director of Young & Rubicam, agency producing th 
show, could he? .. . 


BEATING THE BUSHES 


Third from the right here is R. O. Baum- 

rucker of Hays MacFarland & Co., Chi- 

cago, with some native boys who served 

as beaters on a recent duck hunting trip 

about 150 miles south of Nassau, in the 
Bahamas out islands. 


The Horton Heath, Jr., wno recently joined the cast of Broadway’ 
“George Washington Slept Here,” is the son of Horton Heath, directo! 
of adv., Radio Corporation of America. .. Major Gen. James G. Har- 
bord, RCA board chairman, was guest of honor at the 21st birthday 
dinner of the 2nd Division American Legion post. . 

Marshall Sewall, v.p., Transit Advertisers, was hospitalized by ‘ 
unique mishap. Ligaments in his knee were torn when he slipped 
in the snow while operating a hand trap releasing clay pigeons. Th« 
mishap, a recurrence of an old basketball injury, necessitated a! 
operation, but he expects to be back on his feet in a few week 

W. E. Shepherd, publisher, the Denver Post, has been absorbing 
Arizona sunshine at Phoenix . Howard W. Files, v.p. in cha) 
sales and advertising, Pillsbury Flour Mills, Minneapolis, and Mrs 
Files have gone Western at the Wigwam ranch near Phoeni: 
Ivan Dmitri, ace cameraman of The Saturday Evening Post, \ 
Minneapolis cronies who knew him when as Levon West he ske‘chee 
for the U. of Minnesota’s humor mag, Ski-U-Mah, later doing c\' 
for Capt. Billy Fawcett’s publications, after which he went to Né 
York, switched to photography and to the Dmitri monike1 


Doctors who do not take their own medicine and restaurant own 
who eat down the street can move over to make room for R. J. Potts 
R. J. Potts & Co., Kansas City agency. When his wife lost ne 
wrist watch Mr. Potts promptly called the insurance agency, ere 
upon the insurance man asked the advertising man why he didnt 


that minnow in the advertising stream, a want ad” He did d 
brought in the watch the next day. . .Ed Bunker, salesman at WIS 
Columbia, S. C., will middleaisle it with Catherine Gooding, Colu™ 
bia, come early spring. . . 

Helping out as a committee chairman in the fund-raising cam pa!s" 
of the New York Catholic Charities are Joseph V. Connolly, !eat' 
Newspapers; Charles H. Ridder, Catholic News; Thomas J. Ross. !') 
Lee & T. J. Ross; John C. Kelly, Kelly, Nason; and A. J. Powe® 
Powers Photo Engraving Co 
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. ness of his own because the Heinz “57 Varieties’—a large assortment Pensacola News and Journal, the Worcester Salt Changes 
Howard Heinz company already was successful. of canned soups which sell every- | Panama City Herald and Pensacola | g 

’ To this, his father replied that it where at a uniform retail price.| Broadcasting Company, all in Flor- to Full Page Smashes 
> was “easy” to found the business That was another basic policy of ida, died here Feb. 8. He also had Worcester Salt Company, New 
J Heinz Co and that it “just grew like Topsy,” Mr. Heinz, and his father before | been a railroad executive and was | York, has shifted from small adver- 
1. . + adding: “If you can take this | him—to establish a fair and honest a former vice-president of the In- | tisements in a number of metropoli- 
unwieldy elephant and handle it, price for their products and then tertype Corporation. a week to 1,000- 
you'll be doing a man’s size job.” to maintain that price to all. In — lS aig — —— < 
tea y . Cd Howard Heinz was named adver- 1939, Mr. Heinz brought out an- FRED F. FITCH ing with shnilar ens in he metro- 
tising manager in 1905 and served other important product, balanced Augusta. Me Feb. 10 Fred politan magazine section of the 
pittsburgh, Feb. 12—The sudden ! that position until 1907 when he | food diets in dated cans for young Farnham Fitch. 64. short story | Sunday New York Herald Tribune. 
deat of Howard Heinz, presi- “®S promoted to vice-president and children. writer and former circulation man- | x xy Pagar. eon. som: ; outsice tN 
dent H. J. Heinz Company, sales manager. Both of these posi- Howard Heinz also was a staunch |New York metropolitan area con- 


me of the world’s largest business 


tions gave him a keen insight into 


believer in attractive packaging, 


ager of the Curtis Publishing Com- 


tinue to run the company’s small 


ai: any, died here Feb. 8. » also hi : : on oaie te wiee 
enterprises, removes from. the the workings of advertising and something in which his father had See th erg ho rstatha “he + eo x Ellis & Co. 
American business scene not only sales promotion which, in that era, | pioneered. He was constantly striv- Publishing Company in New York | New York. , 
one of its foremost leaders but a might be considered amateurish as|ing to improve and enhance the and the Gannett Publishing Com- | 
man who was instinctively and by compared with modern standards. | appearance and practicability of the 


However, Mr. Heinz pioneered a 


pany here. 


Eckerson Joins Daly 


heritage one of its ablest and most containers used by his company and ‘ a 
nrogressive merchandising and sales | "umber of innovations in modern just last year the firm introduced . Gene H. Eckerson has resigned 
ic otion geniuses. merchandising methods which|a new Pliofilm window carton for Endicott Becomes Editor }as account executive of Walker & 
y= . - \y a, io rs CESS . ’ . } e J < ih) . . y >; s “oJ : : ol 
Mr. Heinz, who died Sunday PY’ pe thee uccessful and which | its pickles. of “The Family Circle” | Dowsing, Eetchure., to Sntebureh 
‘e : er i, aft are still in wide use. a : _|W. Daly : ssociates, s : 
nigh oS "T ne his fi tl a he constantl | Robert R. Endicott, a member of | as radio director and chief of crea- 
the age of 63, succeeded to the ane mis tater, © consanty | HARE? D. LANE the staff since 1932, has 


presidency of the company in 1919 
upon the death of his father, Henry 
John Heinz, who had founded the 


preached wide and constant display 
of the company’s products, whether 


;on the grocer’s shelf, in the news- 


hes. GRANT BUILOING. ATLANTA. GEORGIA 
‘ ON * ELECTRICAL SOUTH © SOUTHERN POWER AND INDUSTRY © SOUTHERN AUTOMOTIVE JOURNAL 


Boston, Feb. 
34, production 


10.—Harry D. Lane, 
manager for the 
David Malkiel Advertising Agency, 


been ap- 
pointed editor of The Family Circle 
Magazine. Harry Evans, vice-presi- 
dent and former editor, will con- 


tive production. 


business in 1869. eget en hogy tome, = S oe died suddenly yesterday at his home | — * Gren ot te pepene. : ECONOMICAL REPRODUCTIONS 
‘ < entire life was closely inter- big exposition. Mr. Heinz took a anal oo : rtbegnd enn Mr. Evans originated plans for 
' His enti ) aa tia: in deh abe here. He had been connected with publication of the magazine and BOOKLETS © FOLDERS 
woven with the business and for- Person: a” bares: ne ‘tl _ the agency for the past 12 years. has served as editor since the first MAILING PIECES 
tune of his family. The world- | @rranging the big ex bits of the a issue appeared Sept. 9, 1932. 
famous home of the “57 Varieties” Company at both the wow Tork and G. C. WILLINGS ee a satendl 100, toean on 
’ had its humble beginning in a smal] | San Francisco fairs, and there was “+ Vs < Ward Named Director additional wm 22c—All sizes 
‘ Sharpsburg where H. J. Heinz, with —— renee gs age nn Meena rents Poses és, : ET Dem. With Lake - Spiro- Shurman, Inc., . 
the help of two women and a boy, Were not passé d on by him before. vice-president of the John H. Perry Memphis, for the past two years, | 
‘ grated the horseradish grown in a_| being placed in operation. newspaper and radio enterprises IN has been appointed director of cre- 
- small patch nearby. The elder Expanded During Depression charge of the Jacksonville Journal, ative work. ii 208 Genel Stroct, W.¥.S. Walther 5-0536 
. Heinz, himself, peddled the horse- 
» radish from door to door and soon Mr. Heinz was especially proud 
d found business so good that he Of the fact that his firm for years 
added pickles. Howard Heinz, how- has maintained a larger force of 
S ever, used to recall with a smile traveling representatives in Eng- 
1- that the public’s constant associa- land than any British food manu- 
It tion of pickles with the business in |facturer. In fact, it was said of 
later years was one of his father’s him that he had helped change the 
- pet peeves. In fact, that was one national diet of Great Britain from 
\- of the first big promotional jobs Meat to vegetables and fruits. 
the company had to do: remove from In the face of the deepest gloom 
= the public mind the idea that and uncertainties of the depression 
= pickles were the only product years, Mr. Heinz went ahead with 
c.., manufactured by the company. characteristic courage with the Fe- 
rs ee sult that the company experienced 
omg sanaser its greatest era of progress during 
at While attending Yale, Howard that period. When others said it 
he Heinz worked during summer vaca- shouldn't be done, he advised that 
on. tions in the various Heinz plants the company spend more money for 
uit and offices. When he left school, advertising than ever before. In 
‘il. however, he told his father he 1932, he introduced what has be- 
thought he would start a new busi- come the biggest seller of all the 
on 
on- 
ate, 
his 
XY, 
idio 
But 
iwn 
Que 
affic 
lled 
ol 
usly 
orp Hardware store sales for the 16 Southern and South- 
lar- , . ; ‘ ; 
no j Western states in 1939 were substantially ahead of those 4 
the te: tor the ‘peak vear of 1929, according to U. S. Census @ 
figures. The remainder of the country showed a de 
vy’ crease tor the same 10-year period. 
09 Also, the average southern hardware retailer has much 
day greater buying power. For the year 1939, the census 
hgures reveal, his sales were nearly 50% greater than 
Dy average hardware store volume for other sections of the 
pped country, 
The ; : 
os Here’s your profitable hardware market—a territor, 
where larger stores with more diversified stocks serve 
ing wider trade areas, where the “independents” are less 
I atfected by chain store competition, where tremendous 
Mrs industrial and economic development is reflected in pro 
: gressive hardware stores ak ania buving rh ight Settles Down the barnyard is hushed. But there is no hush 
SOLTHERN HARDWARE reaches _ prac- in SUPERIOR’S Shop. The night staff digs in— to save you precious hours of engraving, ad 
Ne as every Southern we jobber and | 
the large majority of all the retail har > 
outlets over the 16 He Hn states. It a etting without overtime Expense. “Oualtty with quickness” is the standard at SUPERIOR. 
Potts the only adequate coverage of the hardware 
a trade of the South—with far greater Southern 
s hardware store circulation than that of any so- Day and night servic 
eo — national hardware publication. It’s your 
: ogical mec w selling »S 
di gical medium for selling the South! ‘i p [ I | ( I l \ ( I \| | \ ( (' () \| p | \ ) 
wIS 
vn : — \ J JU, AU Hl 
» y . . ; . , 
a OUTHERN HARDWARE 215 West Superior Street» + ~~ Phone Superior 7070 
{ears 
s, Iv} 
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. | winning last line—to be filled in by 

86 General Mills all contestants—was kept a close 
secret. Everyone but the winner, 

the company discovered, thought 


Contests Wa ed | that “Mine was better than that.” 
| One nameless cake contest, with 
| the recipe given to housewives who 
. | 
were asked to bake and then name 
in as (a e the delicacy, drew almost a million 
;entries. It carried a $5,000 first 
(Continued from Page 1) prize. 


‘ ¢ , 7 > *h5 x 1A 2 or 
sales promotion for much the same Many of the prizes have been for 


Tra pt . ‘en. One cc Ss x per a0. 
reason that it uses premiums. They prion t r conn gga nat 
serve to sample and sell goods by COCEEES “ seneral + Ss > ti 
getting people to buy one of several that the best award which can be 

offered boys and girls is a dollar 


grocery product items, and in most 
cases make it necessary for the 
purchasers to use the product be- 


bill. “They cannot conceive of 
money beyond that,” he says, “and 


fore they can enter the contest. In| ©&Y&" if they could, their parents 
many of the cake-naming contests, won't allow them to spend more 
housewives must bake the cakes | than that. 

Fox terriers were given away to 


before they can send in entries. | ' 

boys and girls in a dog-naming 
contest. General Mills considers 
|}one of its most unusual contests for 
children the Jack Armstrong 
“Monkey Naming Contest.” 


Word Building First 

The company’s 
contests were of 
ing” type, back 


first successful 
the “word build- 
in the days when 
crossword puzzles had everyone | 
reeling. The idea was to see how 
many words could be made out of 
a single word, such as “Wheaties.”’| number of entries sought a 
Contests of various kinds were held | for General Mills’ silverware, a 
in keeping with the fads of the| premium offer. The winning name, 
time. Slogan and limerick contests “‘Medality,” drew a _ $10,000 first 
had their day. When prizes were | prize. The competition brought 
awarded for limericks, the prize-| more than a million purchases of 
the product involved. 

General Mills’ second most suc- 
cessful contest centered about baby 
naming, and was tied in with and 
dependent on the radio 
“Betty and Bob.” Betty and Bob 
were shown in advertisements of 
the contest discovering a baby on a 
doorstep, dressed 


Silverware Sets Record 


The contest that drew the largest 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 


Contact us 


We rm prepared to t vdivertisers ind 


1 mencies i eaching this import 


market 


Write today for particulars 


EDWARD A. BAKER CO. 


PUBLISHERS’ REPRESENTATIVES 


ulverti 


tant and lucrative 


a small bunny. 


457 Book Bldg.—Detroit, Mich. | contest won $10,000. _ The name 
sf eehend (14 milton) Neavoce im the Unieea | SOlected was ‘“Norita, a Gypsy 
— 2,000, 000,000 Billion Dellars) | word meaning foundling. At least 
ARK YOU GETTING YOUR SHARE or Tus | 50,000 entrants thought the baby 
BUSINESS’ IF NOT CONTACT US WE CAN | ought to be named “Goldie,” but 


ASSIST Yo! i oa : , 
-| Goldie lost out, for fairly obvious 


name | 


program, | 


informally in a| 
Gold Medal flour sack and holding | 
The winner of that | 


reasons. The contest was held in 
1935, but General Mills is still re- 
ceiving entries suggesting a name 
for the bright-eyed tot 
Explains Judging 

General Mills discourages ornate 
| entries and concentrates on the 
ideas themselves, but that doesn’t 
stop some contestants, employes 
j}learned. In a single word contest, 
one man sent in his word inlaid in 
a table top. 
| was a vacation trip; it was won by 
a man in jail. 

Great care is taken in deciding 
winners; every entry is given com- 


petent judging because, say com- 


pany officials, the big question in 
most people’s minds is “Are they 
on the level?” 


Protect Contestants’ Rights 


Careful methods of protecting 
'contestants’ rights is explained to 
entrants who may have complaints. 
A certified public accountant super- 
vises the shipping of contest mail 
|to the judges. Code numbers are 
used to conceal the identity of all 
|contestants. When winners have 
| been determined, original entries 
are consulted and winners’ lists 
| made up, published in printed form 
| and made available to anyone upon 
| request. 

The company investigates all 
winners carefully to determine that 
none is an employe of or connected 
in any way with the General Mills 
organization. So-called “profes- 
sionals,” who attempt to earn a liv- 
ing in the contest field, constitute 
only from one to two per cent of 
the entries in any contest, and are 
apparently not considered as a spe- 
problem by General Mills. 

professionals consider box 


| cial 
These 


tops legal tender, and offer them at/ 50,000 watts, in 


so much per unit, the company re- 


ports, with Wheaties currently | 


quoted at two cents a box top. 


Modern Packaging has proved its power to extract not o 


nly inquiries — hundreds 


at a time—but real dollars-and-cents business from America’s important pack- 
agers. Why? Because it is bought and read by the top executives of the big firms 
in all of the 40 industries which make up the packaging field. It is their authority 


on packaging. It sets the trends and forecasts the styles. 


THAT IS WHY 


you will find as steady advertisers in Modern Packaging the leading suppliers 
of every type of package, packaging material, package part and packaging 
equipment. They specify full schedules in Modern Packaging year after year. 
If you are selling to the $4,000,000,000 packaging market—your first approach is 


through time-tested Modern Packaging. 


Send for sample copy « Space rates 


on request 


MODERN PACKAGING 


BRESKIN PUBLISHING CORPORATION 


122 East 42nd Street 


New York City 


} 


Another contest prize 


| Box 


lavailable for 


———< 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 3@ cents a line, minimum charge $1. Terms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 
$4.75 per inch. 


REPRESENTATIVES AN AILABLE 
For Oregon & Washington states; 
Publisher or Advertising Agency 
3274, ADVERTISING AGE, Chgro 
York advertising representative 
; industrial or technical 
magazine Iextensive Kastern = con- 
tacts. 12 yvears business paper adver- 
tising experience Best references 
Box 3265, ADVERTISING AGE, NYC 

AGENCY REPRESENTATION 
FOR WEST COAST WANTED 


POSITIONS WANTED 
Mate seec'y—Production Mgr. 
years’ experience on trade 
tions 
Box 3277, ADVERTISING AGE, C1} 
ADVERTISING MANAGER—Now x - 
ecutive with fully recognized age 
Believes that by concentrating on 
line instead of many he can bea ger ' 
deal more productive, Sales and moar 
keting trained Unusual all-around 
experience. Age 36. Reasonable st 


Twelve 
pub : 


New 


Twenty years in advertising and ra- | ing salary vanities —— 
dio but specializing in radio Have | Box 3276, ADVERTISING AGE, Cl 
own office, Thoroughly established. | Seript Writer-Director-Radio and 
Now busy part-time industrial ac- | Conpmercial films, now employed 
counts, but facilities available to rep- | seeks opp. with progressive agency 
resent eastern agency in Los Angeles, or ady dept of large organizati 
|; With particular reference to radio. |12 years experience, incl. natl. age 
}QOne time newspaper reporter, former Young married Excellent references 


trade mag. editor, two years in A 
college grad., also was radio station 
manager and production man 

Box 3275, ADVERTISING AGE, Chro 


Box 32738, ADVERTISING: AGE, Cl 
MISCELLANEOUS 


Trade paper sell outright or control. 
ling interest non competitive ; 
years old, advertising manager ay 
abie 

Dox 3272, 


REPRESENTATIVE 
Rapidly growing 
magazine desires 
Representative for 


WANTED 
monthly industrial 
eontact Publisher's 


Ohio and Eastern ADVERTISING AGE, Cheo 


Michigan Complete information re- BAIRDSKT ADS OUTPULAL PU b- 
quested about sales staff, territory $$ lisher set ads by 25%, S year che 
eovered and types of books now rep- | proves Type ruler with your fir 


Confidential 
ADVERTISING 


KIRO Increases 
Power to 50,000 Watts 


KIRO, Seattle CBS outlet, plans 
}to step up its power from 1,000 to 


resented 


Box 3266 


order, Clean proofs fast day and nig 


AGGE, N. ¥ BAIRD, is bb. Kinzie, WHEL. 447, Chee, 


Smith to Sargent 
Francis A. Smith has 

pointed general manager 

gent & Co., New Haven, 


been ap- 
of Sar- 
Conn.., 


line with an FCC maker of builders’ hardware. For 
| grant, in about three months the past five years he has been 
Authority to operate at 50,000 vice-president and general manager 


of Greenfield Tap & Die Corpora- 


watts was granted KIRO Feb. 4. tion 


Peterman Army Volunteer 
Morse Peterman, account execu- 
tive with Ralph L. Power Radio 
Agency, Los Angeles, has volun- 
teered for army service and joined 
the field artillery at Camp Ord, | lin 
Monterey, Cal. City. 


Joins Mindlin Agency 
Dorothy Foil has resigned as ad- 
vertising manager of Rothschild’s 
to join the staff of David B. Mina- 
Advertising Agency, Kansas 


A Must MARKET 


$1.257.788.244 in defense orders 
were placed in New Jersey in the last six 
months of 1940 alone .. . 


the largest amount for 
any state in the union. 


More of every luxury and necessity can 
be sold in New Jersey today than ever 


before. 


PUBLIC SERVICE 
BUS ADVERTISING 


offers statewide, low cost, blanket cover- 
age to over 3,250,000 people in one of 
the richest residential areas in the coun- 
try. Both inside and outside space is 
available in 2640 buses and cars of the 
country’s biggest bus operator. For rates 


of cards and posters, write 


General Manager in Charge of Sales 


Public Serviee Coordinated Transport 


80 PARK PLACE, NEWARK, N, J. 
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‘Moving Day’ for 
Stations Seen as 
Boon for Retailers 


Washington, Feb. 13.—March 29, 
the “moving day” for 795 radio sta- 


tion in accordance with wave 
jength reallocation rules laid down 
by the Federal Communications 
Con mission last fall, will bring 


with it a boom in the receiver tube 
and parts replacement market, it 
was predicted here this week. 

About 11,000,000 of the 50,000.- 
000 receiving sets in use in this 
country now are of the push-button 
variety. All 11,000,000 will have 
to be readjusted by radio service 
men, thus giving repairmen an un- 
precedented opportunity to inspect 
receivers, Suggest overhauling jobs 
and even the purchase of new sets. 

The reallocation will be in ac- 
cordance with terms of the Havana 
Treaty agreed to in December, 1937. 
Stations of other countries on the 
North American continent are also 
covered by this agreement. 

Most U. S. stations will shift from 
10 to 30 kilocycles up the broadcast 
band. Stations are faced with the 
problem of acquainting listeners 
with the new dial location, and it 
is expected that a variety of adver- 
tising methods will be employed to 
meet the situation. Stations will 
also have to make a number of 
alterations in their technical equip- 
ment 


McCann-Erickson Shifts 
Churchill and Others 

Vernon Churchill, Pacific North- 
west manager for McCann-Erick- 
son, has been appointed associate 
manager of the Minneapolis office, 
effective April 1, when the Hutch- 
inson Advertising Company ceases 
to function and its present head, 
Merrill Hutchinson, moves into the 
post of vice-president in charge of 
operations of the Minneapolis of- 
fice of McCann-Erickson. Mr. 
Churchill will be replaced by Ralph 
Calkins as Pacific Northwest man- 
age! 

R. T. Klagstad, Hutchinson media 
chief, will join the Chicago research 
and media staff of McCann-Erick- 

yn in the shift, under which most 
ol the Hutchinson personnel will re- 
main in Minneapolis. 


Appoint Mabley, Mondey 
Island Creek Coal Sales 
pany, Huntington, W. Va., has 
named C. R. Mabley, Jr., special 
representative, as assistant to H. A. 
Glover, vice-president in charge of 
sales. Mr. Mabley will direct in- 
dustrial sales promotion activities. 
H. B. Mondey, formerly sales man- 
ager for Appalachian Coals, Inc., 
Cincinnati, has been appointed in- 
dustrial representative of Island 
Creek Coal Sales Company. He 
will also serve as sales manager for 
the Mallory Coal Company and 
Princess Elkhorn Coal Company. 


Com- 


Hildreth Heads Club 

Howard P. Hildreth, advertising 
manager, Mohawk Carpet Mills, 
Amsterdam, N. Y., has been elected 
president of the Floor Covering Ad- 
vertising Club, New York. 


NOTHER 
FIRST 


A 64°, increase for 
the 1935-40 period placed 
Shreveport as the leading city 
in Louisiana and Ark-La-Tex 
in wholesale sales. The num- 
ber of wholesale establish- 
ments increased 46°/,. Shreve- 
port is the CAPITAL CITY 
of the rich Ark-La-Tex trade 


area, 


50,000 Watts 


A SwHecvaerceatT TIMES BTATION 


KW KH 


by The Qranham Co. 
—_— 


as 
Louisiana 


Shreveport 


Two Join Econographers 
Henry J. Krol, formerly manag- 
ing editor of Associated Foreign 
Language Newspapers and Radio 
Hours, and Robert T. Schweick- 
hardt, former manager of Roberts 
Studio, have joined a new Chicago 
company, National Econographers, 
343 S. Dearborn street. The com- 
pany specializes in charts, maps and 
graphs on economic problems. 


Koppers Merges Offices 

The wood preserving and gas and 
coke divisions and the Koppers Coal 
Company, a Koppers affiliate, are 
consolidating their New York of- 
fices at 60 E. 42nd street, along with 
the tar and chemical division, which 
is establishing New York headquar- 
ters for the first time. 


$100,000 Contest 
for Super Suds 
Gets Under Way 


New York, Feb. 13.—A $100,000 
slogan contest will be started by 
Colgate - Palmolive - Peet Company 
next week in a drive for Super 
Suds, featuring the distribution of 
$16,000 in government bonds for six 
weeks with an extra grand prize 
of $4,000 at the end. The contest 
is being widely promoted via radio, 
magazines and newspapers. 

Contestants must obtain entry 
blanks from Super Suds dealers, 
and write 25 words or less on the 
efficacy of the product. The first 


prize winner each week will receive Luckey Bowman 

a $1,000 bond, and become eligible 

for the $4,000 award. Twenty-five Takes Seagram Post 

second prizes of $100 and 500 of $25 c. 

will also be given weekly. 
Commercials on Super Suds’ two 


Luckey Bowman, formerly 
president of Bowman & Columbia, 
New York advertising agency, has 


daily radio serials, “Ellen Ran- been named advertising manager of 
Sl ieee ; : aa Seagram-Distillers Corporation. He 

dolph” over the National Broadcast- “% aes a . : 
c d Myrt ' fills the vacancy caused by the 

Mm : ave iy ee ; : ' 

> Ves §6S wiyrt’ #ne@’ recent resignation of Walter M. 

Marge” over the Columbia Broad- Gwertfager who joined Ward 

casting System, will promote the Wheelock & Co. 

contest. Full pages in newspapers George E. Mosely continues as 


assistant 
Seagram. 


and magazines are also being used. 
Sherman & Marquette, Chicago, 
handles Super Suds advertising 


advertising manager of 


IAC to Meet May 15 


The Insurance Advertising Con- 
ference will meet at the Hotel 
Roosevelt, New York, May 15. 


. . a) ? 
Harris Joins “Grocer 
Remus Harris, formerly with the 
Piggly Wiggly Corporation, Atlanta, 
Ga., has been appointed managing 
editor of the Progressive Grocer. 


YES, DOCTOR, 
OPERATING ROOM 
IS ALL READY... 


THE 


Everyone expects a photo-engraver to bring nice, new engrav- 
ings into the world, but his regular practice doesn’t often in- 
clude being called upon to save the lives of these children of 


his, once they are sent out to do their jobs. .. This accident 


case, however, might have been fatal had not the experience, 


knowledge and ingenuity of Rogers craftsmen rendered pro- 


fessional aid immediately and successfully. .. A set of four- 


color process plates—the last ones in existence — seemed to 


have been mortally injured in a rare but serious accident. A 


loose press bolt jammed into the form, tearing a white, jagged 


slash across the face of the red plate, from top to bottom. What 


to do! Thousands of impressions still to be run; a deadline 


delivery to meet; no time to make new plates and no others 


available! Rogers made the plates. A phone call brought the 


answer, ‘Send over the plates and the ‘progs’ and we’]l see 
what we can do.”.. Four hours later the same plates were back 


in the forms, having undergone a major operation, and bright, 


colorful impressions were pouring from the press. Not the 


trace of a scar was noticeable in the finished work, and deliv- 
ery was made on time. . . In emergencies as well as in normal, 
everyday service many of the country’s best known adver- 


tisers depend on the experience and co-operation of Rogers. 


COMPAN Y 


Adolph F. Buechele President 
MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


2001 Calumet Avenue - CALumet 4137 
CHICAGO . . . . . ILLINOIS 
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Mary Barber to 
Address Meeting 
tor Consumers 


Chicago, Feb. 13.—More than 100 
club presidents and American 
Home chairmen of Chicago, Cook 


county and Illinois women’s clubs 
and groups are expected to attend 
a joint “Consumers Information” 
luncheon to be sponsored by the 
Women’s Advertising Club of Chi- 
cago and the Chicago Federated 
Advertising Club at the Hotel Sher- 
man, Feb. 24. 

The luncheon program, which 
open to all, will substitute for the 
“consumers day” program’ which 
the Women’s Advertising Club orig- 
inated and which it has conducted 
annually for several years. The 
principal speaker will be Mary I 
Barber, home economics expert of 
the Kellogg Company, who has just 
been loaned to the government to 
serve the quartermaster general of 
the army in the preparation of ade- 
quate menus for the fighting forces. 
Georgia Rawson, State Teachers 
Magazines, Inc., is chairman of the 
luncheon. Mercedes Hurst, 
monwealth Edison Company, 
vice-president of the Advertising 
Federation of America, will act as 
toastmistress. 


Holden to Lewis & Tokar 


Hayden P. Holden, former adver- 
tising manager of Detecto Scales, 
has joined Lewis & Tokar, Newark, 
N. J., as account executive. 


1S 


Com- | 


: 
, 
7 ‘ 
7 : 
> 4 
7 4 
7 4 
» In the great industrial New Haven ¢ 
» area, where thousands of articles of ¢ 
» metal are manufactured for world dis- ¢ 
» tribution, the exceptional skill of ¢ 
, labor such as tool makers, brass ¢ 
‘ moulders, expert machinists, clock and 
‘ watch makers, affords the market a { 
‘ high level income. of { 
these industries in 7 
y Register’s market, manufacture staple ? 
> products that attract and hold skilled } 
> labor owing to the permanency 7 
> work. Many employees in the New 
) Haven area represent the third gen- ‘ 
> eration families employed = in , 
> same plant. } 


The majority 
The New Haven 


of 


the 


Chatham Blankets 
to Carry NCRC 
Informative Label 


New York, Feb. 12.—A_ switch 
from a “specification” type to an 
informative label was disclosed this 
week by Chatham Mfg. Company 
which will hereafter carry a nota- 
tion on all blanket labels to the 
effect that the information included 
is along the line recommended by 
the National Consumer - Retailer 
|Council. The latter group hailed | 
ithe move as “a significant step for- 
ward in the informative labeling of 
}textile products and a convincing 
demonstration of cooperation among 


manufacturers, retailers and con- 
sumers.” 
| Each label will carry informa- 


-|tion regarding fiber content, size, | 


‘total weight, weight per square | 
_yard, durability, warmth, color | 
fastness, shrinkage and instructions | 
for proper care. A statement will | 
‘also be made showing minimum | 
standards set up by Chatham for 


AUTOMOTIVE 
ADVERTISING 


AMONG ALL MORNING 
NEWSPAPERS .......- 


THIS WEEK 


February 17, 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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More automobile advertising appeared in 
The Detroit Free Press during 1940 than in 
any other morning newspaper in America. 
That the motor manufacturers used more 
space in the Free Press last year is an indi- 
cation to any user of advertising that 
profits can be made in 1941 through a con- 
sistent use of Detroit's only morning news- 

aper. 
or 26,636 more than last year. .... 
83,484 more than five years ago. 


The Detroit Free Press 


On Guard for Over a Century 


JOHN B. WOODWARD, Inc., National Representatives 


% Gain 


% Gain 


_, shhararteriatin « tate ' 6-Week 6-Week 6-Week or Loss” or Loss 
—_ characteristic about which in- | Period Period Period 1941 1941 Week Week % Gain 
formation is given. Ended Ended Ended over over Ended Ended 01 
The National Consumer - Retailer | Feb. 11,1939 Feb. 10,1940 Feb. 8, 1941 1939 1940 Feb. 10,1940 Feb. 8,1941 Loss 
and | Council recently secured the coop-| Akron, O.............. 970,302 «917,061 950,549 2.0 $3.7 159,387 157,325 —13 
mr ast nha tt MON, De, Bese cecitccee 620,287 753,384 739,860 +19.3 —1.8 129,296 134,114 +3.7 
Tre > S oO . Ss é a» 4 . 
jeration os leading food chain EM GR ics cnv ene 1,677,046 1,460,424 1,491,630 —11.1 + 2.1 296,331 292,628 —1.3 
|placing grade and_ informative | paitimore, Md. ........ 1,990,838 2°116,861 2,236,117 +123 +5.6 354,421 377,204 6.4 
labels on canned fruits and vege-| Birmingham, Ala. ..... 1,292,452 1,324,540 1,442,964 +11.6 +8.9 260,848 247,380 —5.2 
tables. Boston, Mass. ......... 2,120,946 — 2,086,287 1,985,164 64 —4.9 321,823 ~ 336,950 Wy, 
Bridgeport, Conn, ..... 980,224 1,038,296 1,076,712 + 9.8 +3.7 173,572 182,560 2 
US GE a A 1,399,342 1,320,482 1,427,894 + 2.0 +8.1 208,203 258,853 0.3 
“M I ” : , 2ge 74k -™9 949 ae P , pa - ate oe 9Ee : 
| rn a ae ee 368,745 972,842 475,092 28.8 - 7.1 85,312 93,752 + 9.9 
ode dust: Y Cedar Rapids, Ia........ 466,172 35,428 452,956 -2.8 +4.0 67,536 87,822 30.0 
| Publishes First Issue Charleston, W. Va. 1,045,037 959,484 966,084 7.5 +0.7 175,518 165,221 9 
as mat = , i eee 2,844,189 2,778,698 2,739,868 3.7 -1.4 526,701 502,345 1.6 
The first issue of Modern Industry | cincinnatl, 0. ......... 1,611,522 1,580,974 1.573.997 23 —0.5 298,851 251,670 —15.8 
|made its appearance Feb, 15. The | Gieveland, O. .........- 1,774,304 1,890,580 1,937,381 9.2 +2.5 312,785 332,042 6.2 
occasion was marked by a dinner) Gojumbus, 0. ..... 1,382,497 1,341,490 1,364,622 —1.3 1.7 227,939 243,324 6.7 
at the Waldorf-Astoria Hotel, New | pijjas tex... peer 2,184,953 2,006,859 2,011,825 7.9 0.2 351,709 355,949 41.2 
York, attended by management, | Davenport, Ia. ........ 873,984 873,586 923,524 +5.7 +5.7 141,708 145,152 2 
production and marketing execu-| Dayton, O. .........65. 1,309,018 1,350,518 1,426,788 + 9.0 +5.6 247,870 265,230 7.0 
|tives on Feb. 14. PDONVSE, COW, osccccccas 965,296 899,217 895,999 7.2 —0.4 143,801 157,548 Lg ¢ 
The publisher of the new maga- | Des Moines, Ia......... 673,523 684,129 617,73 8.3 9.7 129,485 112,992 12.7 
_ > ° — 7. — — a — 7s = = ; =a ean 2 ae ‘ .) _—_ciz, 
zine, which will appear on the 15th | Detroit, Mich. ......... 1,984,243 2,038,845 2,152,465 +8.5 + 5.6 370,545 385,642 +4 
of each month, is Eldridge Haynes. —o Foes, rrr 1,024 7 1,068,718 1,192,334 . 16. } ie ae 432 a oe +221 
re * is director of | Erie, Pa. .....+....0e5. 892,486 883,694 879,858 0, 73,292 68,57 —2.7 
| re tae B. Wheeler is d Evansville, Ind. ........ 1,074,626 1,138,802 1,115,604 3.8 2.0 239,862 186,928 22.1 
advertising. Fall River, Mass....... 334,125 355,266 384,799 15.2 8.3 72,662 66,389 Ty 
. |Flint, Mich. ........... 867,726 ~ 846,874 S98, 688 3.6 +6.1 143,920 145,628 +1.2 
Publishes 55th Almanac | Fort Wayne, Ind....... 1,052,093 1,093,281 1,003,415 6 8.2 185.444 175.140 5 6 
. S| ere 549,866 620,157 602,525 9.6 2.9 130,226 111,058 14.7 
> Pr ’ > - . . , Me we “es ’ 
The Prov idence Journal Company Grand Rapids, Mich.... 906,870 956,928 802,580 0.5 5.7 185,948 182,210 20 
|has just published its 55th annual | Greenville, 8. C......... 624,506 728,479 767,629 22.9 +5.4 135,964 142,576 + 4.9 
Almanac. The edition carries | ticuston, Tex.........-. 1,695,974 1,848,196 i858,178 06 £05 200,524 $35,678 iit 
market data and business figures | jjuntington, W. Va 676,111 743,066 761,908 +-12.7 + 2.5 120,594 122,843 + 0.2 
section. | Indianapolis, Ind, ...... 1,554,936 1,730,806 1,743,43 +12.1 + 0.7 335,692 297,332 11.4 
Jacksonville, Fla. ..... 900,872 909,104 ‘ + 5.4 1.4.4 158,242 164,514 1 4.( 
Jersey City, N. J....... 200,360 07,060 4.5 7.6 14,158 9,177 33.9 
Kansas City, Os cscen ~ 275,002 297,199 33 0.5 7.0 ~ 46,025 17,600 “3.4 
Knoxville, Tenn. ....... 1,010,588 1,014,440 5 fF 4.7 5.0 182,784 167,790 5 
|} Little Rock, Ark........ 891,730 884,072 1,009,414 +13.2 +14.2 152,768 172,466 +12.9 
Los Angeles, Cal........ 2,701,704 2,714,191 2,432,729 10.0 10.4 488,935 428,899 12.3 
Louisville, Ky. ......... 1,401,942 1,202,020 1.288.562 1.0 L 66 280,948 24.52 1.5 
Lynn, Mass. ..... eae 854,294 881,538 1,019,978 19.4 15.7 196,714 211,778 7.7 
Manchester, N. H. k 190.648 374,736 2.3 4.1 68,304 67,1326 7 
Memphis, Tenn. ....... Be 1,565,718 1,269,464 +-13.5 18.9 226,478 251,006 10.8 
Po OO 2 Swerve reer 1,$ 2,093,119 1,989,632 + 3.4 —5.0 185,896 353,73 8.3 
Milwaukee, Wis. ...... 1, 1,621,226 1,698,957 4.8 1 4.8 218,030 $23,246 1.6 
Minneapolis, Minn. .... 1 1,318,517 1,300,389 10.8 —1.4 184,988 : 19.2 
| “Nassau County, L. IL... 194,070 310,038 42.4 59.6 30,756 b 71.1 
New sedford, Mass..... 59.618 383,432 15.2 + 6.6 67,466 75, +-12.0 
New Haven, Conn...... 1,027,376 1,071,150 11.7 +-4.3 161,798 171,430 6.0 
| New Orleans, La...... 2,006,295 2,010,637 1,979,546 1.3 1.6 255,448 328,597 28.6 
|New York, N. Y........ 6,210,486 991,590 “5,847,062 5.9 2.4 1,071,609 1,044,814 2.5 
meeemiyn, Mi Besse ives $81,521 382,37 881.448 20.8 0.3 nO. 885 65,826 49.9 
Co. . Sy See 973,210 ST76.R78 1,058,494 8 &.4 165,746 188,692 + 13.8 
N 2 a | ee 771,139 S76,.088 SOR 888 16.6 3.3 157,619 160,061 1.5 
*“)klahoma City, Okla 1,145,942 750,316 776.566 32.2 3.5 127,554 142.506 11.7 
Omaha, Neb. ....... 573,060 76,108 94,491 yy 3.2 93,688 96,989 -3.5 
Peoria, Il : 1,050,897 1,066,570 1,176,72 12.0 10.3 172,501 199,262 15.5 
Vhiladelphia, Pa 2 888.874 1 O88 920 061,962 6.0 0.9 522.871 526.676 0.7 
Phoenix, Ariz v 831,362 868,672 910,364 9.5 4.8 156,632 160,860 2.7 
Pittsburgh, Pa. ... 2,045,134 2,101,638 © 113.902 3.4 0.6 295.864 400,218 1.1 
Portland, Ore, .... . 1,270,360 1,052,026 1,319,810 3.9 25.5 186,928 248,892 
Reading, Pa ees 978.533 994, 660 1.052.572 7.6 5.8 179,480 196,224 9 
Richmond, Va 1,237,740 1,141,658 1,188,502 4.0 4.1 213,136 215,292 +-1.0 
Rochester, N. ¥ . 1,555,712 1,572,957 1.542.269 0.9 ae 282,248 274,616 2.7 
Rock Island-Moline, 11 S1TS.038 755,272 974,176 19.1 240.0 32,048 157.234 19.1 
Rockford, 1 726,882 830,228 1,033,144 42.1 24.4 143,920 139,398 
Sacramento, Cal. . $42,422 765,968 807,492 4.2 +5.4 124,460 142,310 14 
San Antonio, Tex : TOO 830 773.689 T45 998 13.6 L949 147.795 125.798 { 
‘San Diego, Cal 1,358,492 1,031,842 1,218,438 10.3 18.1 182.686 216,370 § 
Seattle Wash 1,180,404 1,234,534 1,167.08 1.1 5 217,588 198,212 S 
South Bend, Ind 176.996 5°97 613 -H1 GS oF 6 42 ORS 94.403 4 
Spokane, Was! 768,824 700.840 649.180 18 ¢ 2 4 104.972 104.69 
St. Louis, Mo ' 1.770.495 1,748,715 1,723,950 6 1.4 26,595 29,060 
St. Paul, Mins 1,055,832 1,131,795 1.009.929 1.4 10.8 196,700 165,540 
Syracuse yw. ¥ 1.029.297 687.277 1.164.822 12] go 121.248 918. O89 § 
Tacoma Wash 628.064 653.184 H50.176 “3 ao 110.768 109 2840 
Tampa, Fla 693.742 814,660 S31.642 19.9 21 127,484 146.724 
Toronto, Ont Car 1.846.316 1.722.480 1.796.349 97 +43 290.475 106.560 
Troy N \ 83.224 $02 420 $090 402 6S 14.7 95.662 R&.872 
Tulsa, Okla 943 6 O1,418 m7 058 7 ~ 10.6 165.074 200.4340 
Washington, PD. ¢ 178,544 136,898 473,915 3 +11 546,781 631,822 
Youngstown, © 747.5 2¢ 849.461 840.342 124 11 148.054 1h2.544 
Total 99,255,948 99,637,561 101,645,798 24 20 17.459.198 17.989.298 
| Chicago Herald & Exam. discontinued Aug oe 19249 lication Dec. 17. 1939 
Circulation now 322,683 ar 2 Oklahom: Ne ws ‘discontinued Feb 24. 1939 Minneapolis Star and Journal merged Aug 
$ San Diego Sun suspended publication Noy. 25. 1924 6 Newsday, new publication, launched Sept 
4 Atlanta Georgian and Sunday American ceased pub- 7 Spokane Press discontinued March 18, 1939 
Cather Joins Agency Promotes Sullivan Weston-Barnett Appointed 
_W. A. Cather, for 12 years adver-| E. C. (Ted) Sullivan has been| Weston-Barnett, Inc., Waterl0. 
tising manager of Babcock & Wilcox | appointed advertising director of|Ia., has been appointed to aire 
Company, has resigned to enter the| Hardware Today, Chicago. Mr. | advertising for the Burlington Bas- 
agency field, effective March 1. He/Sullivan has been Western adver- | ket Company. Business papers ¥” 
will become vice-president of A.|tising manager heretofore. be used. 
Eugene Michel & Staff, New York, —— 
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New Study Traces 
Movement of Goods 
in Retail Stores 


(Continued from Page 1) 


third procedure was found to be 
remarkably accurate and reason- 
ably economical. 


Check 200 Stores 


The size of the retail grocery 
panel was likewise a subject for 
extensive testing, since no infor- | 
mation was available on the number | 
of stores needed to arrive at con- 
sistent findings. A progressive 
sampling system was consequently 
introduced to determine when the 
error factor became irreducible. 
Starting with a panel of 50 stores 


spread over the 14 Metropolitan 
New York counties incorporated 


into the study, every two months 
an additional 50 stores was added. 
As the size of the sample increased 
the results were checked against | 
previous findings. When a total of | 
2950 stores was attained it was found | 


that the accuracy was no greater) true trend for consumer purchases, | does not purport to represent a pic- 


than at 200 stores. Thus, since 
March 1940, the panel has been | 
fixed at 200 stores. 

The percentage of retail dollar 
volume in grocery products was | 
the determining factor in deciding | 
how many stores to include in each | 


county. Since the cooperation of | 
leading chains could not be ob-| 
tained, supermarkets and_ small 


chains were included to maintain | 
the numerical balance between) 
chain outlets and independents in | 
each locality. Selection of all stores | 
to be included in the panel was | 
made only after personal inspection 
by the director of the inventory and 
agreement that the store selected 
was representative of the commun- | 
ity in type and volume. 


Use 26-Day Periods 


| tory period. 


Each cooperating retailer is paid 

small cash fee each month, is 
furnished with a metal strong box 
containing an alphabetical file in 
which to place invoices on delivered 
merchandise, and is offered a copy 
of his own inventory and the mar- 
ket-wide composite for his own 
guidance. The inventory personnel 
consists of 11 full-time men who 
have been thoroughly schooled in 
the required technique. The _ in- 
ventory director rechecks one out 
of 10 of each field man’s stores 
monthly to insure accuracy. 

It was found early in the investi- 
gation that, in order to develop a 
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140 South Dearborn Street 
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|period are recorded as well as all 


15-MONTH RECORD OF DOG FOOD SALES 
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A well-known dog food's 15-month (November, 1939, to January, 1941) sales 
record in the New York market is sketched here on the basis of findings in the 
World-Telegram product inventory. The black line represents sales volume. Note 
how sales rose consistently following the start of a newspaper campaign in Jan- 
uary, 1940. Despite the fact that advertising reached its peak in May, the 
cumulative effects of the campaign pushed sales upward to a high point in 
July. Very little copy ran in July and none appeared in August but sales 
maintained a level considerably higher than in the period before the campaign 
started. As soon as copy was resumed in August sales rose and continued at 
a comparatively high level. 


counties, but rather a record of 
product movements through retail 
grocery stores. Sales to hospitals, 
clubs, restaurants, road stands, etc., 
are not included and would have 
to be added to a projection of the 
inventory data in order to arrive 
at an overall consumption picture. 
|The inventory strives to highlight 
| three significant factors: 7 

1. The and fall of home 
consumer purchases of each com- 
modity on a month to month basis. 

2. Relationship of these fluctua- 
tions to advertising expenditures 
and point-of-purchase promotion. 

3. Comparison of one product's 
status against others in the 
category. 

Because of the complexity of the 
project and the competitive impli- 
cations, none of the findings will be 
publicized by the World-Telegram, 
but agency executives and adver- 
tisers interested in the work can 
examine the records in the offices of 
the newspaper, by special appoint- 
ment. 

The extension of the work to 
other Scripps-Howard cities will be 
undertaken by Don Patterson, di- 
rector of national advertising. Re- 
searchers will be trained for the job 


rise 


same 


it was necessary to compensate for 
the variable due to short months 


by the World-Telegram staff, under 
Mr. Brooks’ supervision. 


Newspa- 
_ture of total consumption in the 14 pers outside the Scripps - Howard | 


group will be authorized to institute 
the same projects in their local 
markets with the understanding 
that the procedure developed here 
will be followed in identical fash- 
ion. In this way an overall pic- 
ture of merchandise movements na- 
tionally will, in time, come _ into 
being. 


Mullin Named Manager 
The Youngstown Pressed Steel 
division of Mullins Mfg. Corpora- 
tion, Warren, O., has promoted 
Robert W. Mullin to YPS territorial 
manager of Region 12, which in- 
cludes California and Washington. 


Brown Appointed A. M. 

Steve C. Brown, formerly assist- 
ant advertising manager, has been 
promoted to advertising manager of 
the Cleveland Tractor Company, 
Cleveland. 


Cowrucws doesnt crack wise 


Clever ad man who know his stuff 
investioate Roto-Lith better off- 
set. Phone call bring printing 
consultant with plenty ideas— 
save time—save money—get com- 
pliments from boss. 


ROTO-LITH C 


201 N. WELLS ST. CHI 
DEA.85S7 - HEM.221/1. 


and months containing holidays. 
Thus, the year was divided into 12 


26-day periods, instead of inven- 
torying from the first to the 30th or 
3lst of each month. If a store is 
open only 23 elapsed days between 
inventories its sales on all products 
are increased on the ratio of 23 to 
26. In this way each period re- 
flects the actual trend of sales as 
compared with every other period 
The monthly records compiled as 
result of the store inventories 
contain a wealth of merchandise in- 
formation. Included are such fac- 
tors an actual count of every 
package in windows, On counters 01 
floor, on shelves and in stockroom, 
on hand at the start of each inven- 
All invoices for mer- 
delivered during each 


as 


chandise 


returns or bulk sales. At the end 
of each inventory period the actual 
number of units which have moved 
into the hands of consumers can be 
seen at a glance. If the store was 
open for business more or less than 
26 days, a plus or minus adjust- 
ment factor is applied. 


Report on 10 Factors 


In addition to recording the num- 
ber of units purchased by consum- 
ers during each inventory period, 
field men are required to set down 
ten point-of-purchase observations, 
comprising: 

Merchandise in sight, in touch; | 
merchandise in sight, out of touch; 
merchandise out of sight, out of 
touch: window display; counter- 
floor display; circulars; store’s own 
newspaper advertising; special | 
price; combination deals; premium | 
or gift offers. 

These notations, applied to the 
product’s sales curve, permit an 
evaluation of the relative effective- 
ness of different types of “point-of- 
purchase pressure.” 

Following the compilation of the 
sales records for all products in the 
inventory, the advertising invest- 
ment for each is charted in terms 
of expenditures in newspapers, 
magazines and radio. Total amount 
of money spent is allocated in pro- 
portion to coverage of the media 
used in the 14 inventory counties. 
Data from Media Records and Pub- | 
lishers’ Information Bureau furnish 
the basis for these calculations. In 
the case of newspapers and maga- 
zines advertising expenditures are 
computed on the basis of the ratio | 
of 14-county circulation to total cir- 
culation. For radio the percentage 
of radio receivers in the 14 counties | 
used against the total sets! 
claimed by each station in the mar- 
ket. 


Will Extend to Other Cities 


A typical product sales pattern 
correlated to advertising effort is 
shown in the accompanying chart 
which is the 15-month record of a 
well-known dog food. 

The World-Telegram 
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United Honors Employes 
More than 100 employes of the 
United Advertising Agency, New- 
ark, N. J., were guests of the corpo- 
ration’s Unadco Society at its 22nd 
annual dinner Feb. 7 when 20-year 


service pins were presented by 
Leonard Dreyfuss, president, to 
Robert J. Hillman, Leonard G. 


Puth, Harold Lewis, Henry Voss, 


Wilmer Bevan, Harry Schmitt, M. | 


C. Roethe, Anthony Judge and Wil- 
liam C. McCarten. 


Irving to Stevens Hotel 


Frank J. Irving, formerly with 
the Ralph Hitz Corporation and 
manager of the Minneapolis Club 


for the past four years, has been 
appointed manager of the advertis- 
ing and transient sales departments 
of The Stevens Hotel, Chicago. He 
will also supervise publicity and 
public relations. 


Westinghouse Ups Four | 

Westinghouse Electric & Mfg. 
Company, East Pittsburgh, Pa., has | 
elected four executives as _ vice-| 
presidents: Bonnell W. Clark, New | 


York, president of Westinghouse 
Electric Supply Company, a sub- 
sidiary; R. A. McCarty, Phila- 


delphia, manager of the steam di- 
vision; Frank Newbury, Pittsburgh, 
manager of the emergency products 
division; and A. C. Streamer, Pitts- 
burgh, general manager of the East 
Pittsburgh division. 


Offers Chain Tax Bill 


Licenses for chain stores and an 
annual tax ranging from $50 each 
for units in excess of two to $1,000 
each for outlets in excess of 25 are 
required in a bill introduced in the 
New York State legislature by As- 
semblyman Louis Bennett, New 
York. 


Pepsodent Tells 
‘How fo Read Ad’ 
in Novel Copy 


Chicago, Feb. 12.—Using the 
question and answer method gener- 
ally associated with the educational 
world, the Pepsodent Company 
speaks to readers of the February 
issue of What’s New in Home Eco- 
nomics in their own language in 
four pages of copy which ably pre- 
sent “A Short Course in How to 
Read an Advertisement.’ Each one 
of the four pages is devoted to one 


lof the four Pepsodent products: 
‘toothbrush, tooth paste, tooth 
powder and liquid dentifrice. 

Each of the pages leads off with 
‘the words: “Seeing Is Believing!” 
with the letters set off in red. 
Prominent on each page is a re- 
production of an advertisement of 
the product in question. Each prod- 
uct then is taken up 
and answer form with the question 
in red and the answer in black. 

The toothbrush discussion leads 


off with the question: “How do I| “Yes. 
know what is claim and what is|to some degree. 
Then follows the advice to} 
|than no brushing. Some tooth paste 
That’s the starting place|is better than no tooth paste. But 
Then analyze as there is a vast difference in the ef- 
|fectiveness of tooth paste. Pepso- 


fact?” 
“Look first at the name of the ad- 
vertiser. 
for confidence. 
carefully as you can what is said 
of the product. Examine each state- 
ment.” The construction, the no- 


in question | is 
'found in the second question unde; 
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menclature and features of the tooth 
brush then are discussed in a style 
comparable to that commonly foung 
in material produced by consume, 
organizations. 

Example of Approach 


A good example of the approach 
used by Lord & Thomas, Pepsoden 
agency, in preparing the copy j; 


Lesson No. 2: “Aren't all toot 
pastes pretty good?” The answer js 
Most of them are effective 
Dentists wil! tej] 


you that some brushing is better 


dent will give you every bene‘icia} 
result of any tooth paste. . . but 
none can give you all the advan- 
tages of Pepsodent.” 

In Lesson No. 4 following the 
question: “Why were liquid denti- 
frices introduced?” Pepsodent re- 
plies: “Again, to meet a public de- 
mand. It is possible to get more 
flavor into a liquid than into a solid 
public seemed to demand a 
more flavorful dentifrice. . . one 
that foamed more readily and one 
which rinsed from the -mouth more 
rapidly.” 

Where to Find Ads 

Each page of copy concludes ° 
information, printed in red, about 
where to find Pepsodent advertis- 
ing. Lesson No. 1, for instance, is 
finished with: “Using these facts, 
Pepsodent 50-tuft tooth brush 
be advertised in the leading weekly 
magazines and on the Bob Hop 
radio program, Tuesday night 
NBC Red network, 10 p. m., EST.” 
Lesson No 2 on the toothpaste ends 
with: “Using these facts, Pepsodent 
tooth paste will be advertised in the 
leading weekly and monthly maga- 
zines throughout the year.” Lessor 
No. 3 concludes with: ‘Using these 
facts, Pepsodent tooth powder will 


be advertised over the air on the 
Bob Hope radio program, every 
Tuesday night on NBC Red net- 
work, at 10 p. m., EST.” Lesson 
No. 4 is polished off with ‘Using 


these facts, Pepsodent liquid denti- 
frice will be advertised in the issues 
of Parents’ Magazine and Child Lif 
throughout the year.” 


A Frank Approach 


The type of copy as well as the 
medium are a frank recognition of 
the consumer approach to product 
description and analysis in addition 
to revealing why an advertisement 
is developed as it is. It takes home 
economics teachers and others in 
this field on a personally conducted, 
behind-the-scenes tour of the crea- 


tive side of advertising prepara- 
tion. 

M. H. Schwartz, account execu- 
tive, Lord & Thomas, looks upo! 


the Pepsodent copy as a type whic! 
may have a constructive influence 
on all advertising. “Possibly a mort 
sincere and frank dealing with con- 
sumers will ultimately gain los! 
confidence or restore some conh- 
dence that, through no fault of the 
advertiser himself, may have bee! 
shaken,” he said. 
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NRDGA WORKS WITH MANUFACTURERS 


| — Joseph E. Hanson, manager of the sales promotion division of the National Retail 
eCs€ |) Dry Goods Association, has agreed to cooperate with manufacturers in the im- 
will provement of their point-of-sale advertising material, and here he is on his first 
t job, and not a bad one. He's helping Martin Stern (kneeling), executive secre- 
tary of the Swim for Health Association, plan the Swim-for-Health-Week poster. 


or SKIT MERCHANDISES ADVERTISING 
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One of the scenes in the dramatic presentation of advertising plans which 

Standard Oil Company of Indiana has shown to dealers throughout its territory. 

The players in this scene are E. J. Fleming, sales promotion department; H. G. 

Smith, McCann-Erickson account executive: and R. C. McKee, assistant adver- 
tising manager. 


conh- 
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WOBBLY WARBLING AT ITS WORST 


Mte should be a line in here about Men Will Be Mennen, but we'll skip that. 

“# photograph shows an impromptu singing (7) episode in the life of (left to 

9) Lanny Ross (by courtesy of his sponsor, Franco-American spaghetti); 

*™ Dieterich, vice-president, and John Miller, advertising manager of the 

“ennen Company: Alan Reed, Mennen announcer; and the famous Col. Lemuel 
Q. Stoopnagle. 


EE 


offering a Tenite measuring dipper, 


ST. LOUIS ADMEN DO A LITTLE POTENT RAZZING 


REVIEW 


OFFERS DIPPER 


At the recent St. Louis Advertising Club's gridiron dinner, the state's politicians 

were on the receiving end of most of the barbs. Ray Maxwell, advertising man- 

ager of the Missouri Pacific Railroad and club president (extreme left) "coached" 
the team. 


Dwight Edwards Coffee Company is 


EVERYBODY'S GOING PLACES AT THIS CONVENTION 


moulded by American Moulding Com- 
pany, with each can. 


. ss 
f J ed Jbtticoats 104/ Vurdel 


“Proctor's Going Places’ was the theme of the recent Proctor Electric Company 

sales convention in Philadelphia, and here is John Falkner Arndt, head of the 

Proctor agency, leading the way. Behind him are David B. Arndt, agency treas- 
urer, and Joseph Tiers, Proctor advertising manager. 


A BIG JERGENS HUDDLE AT THE BROWN DERBY 


- surTcn Boy aco LEAD 


Unusual two-color business paper adver- 

tisement for ‘a client who O.K.'s human 

interest headlines.’ Marschalk & Pratt 
is the agency. 


Hugh B. Terry, manager of KLZ, Denver 
(left), accepts the Armour & Co. mer- 
chandising award from S. E. Watkins, 
Armour's Denver manager, while R. W. 
Barris, wholesale manager, looks on. 


Discussing the Jergens radio program, and particularly the Tony Martin Wood- 
bury show, is this foursome snapped in Hollywood's Brown Derby. Left to right, 
J. D. Nelson, executive vice-president, Andrew Jergens Company; William N. 
Robson, director of radio for Lennen & Mitchell; L. M. Rothenburg, Pacific Coast 
vice-president of Jergens; and Samuel C. Pierce, L & M's Hollywood manager. 


WOMEN SPACE BUYERS WITNESS NEWSPAPER PRESENTATION 


Dad 


The St. Louis Post-Dispatch got 16 female agency space buyers together in New York for a luncheon presentation of « 
new market and newspaper reading study. Reading from left to right, front to back: (1) J. V. Ambrose, Post-Dispatch: 
(2) Anne Gibbons, T. J. Maloney; (3) Marie Dowling, Hirshon-Garfield; (4) W. V. Collins, Post-Dispatch; (5) Rose Grons. 
bell, Pettingell & Fenton; (6) Mary Shaunty, Pettingell & Fenton; (7) Florence Auslander, Walter E. Thwing; (8) Janet 
Dublon, Wm. Douglas McAdams; (9) Gertrude Marces, Small & Seiffer; (10) Ben L. Brockman, Post-Dispatch; (11) 
Catherine Wehipart, O'Dea, Sheldon & Canaday; (12) Ruth Low, Spier & Sussman; (13) Virginia Ferguson, Lawrence 
Fertig & Co.; (14) Elsie Meyer, Lawrence Fertig; (15) W. F. Byrne, Post-Dispatch; (16) Ada Stearns, M. H. Hackett; (17) 
Elizabeth Black, Joseph Katz Company: (18) Ruth Loveaire, Macfadden Publications: (19) Veronica Welch, Moser & Cotins. 
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ADVERTISING AGE February 17, 194) 


HOW MANY LINES OF PAID 
ADVERTISING WILL THE 
CHICAGO HERALD-AMERICAN 
GAIN DURING FEBRUARY, 1941? 


Last year The Chicago Herald-American gained 1,429,654 lines of 
paid advertising. Last month it came through with a gain of more 
than 140,000 lines. This advertisement is being prepared the second 
day of February, but we are expecting The Herald-American to clock 
up new gains this month. 


Just jot down on a piece of paper the number of lines of paid 


advertising you think The Herald-Ameriecan will gain in February. 


Also write a note saying why you reached your decision, First 


prize, $50; second prize, $25; third prize, $25. Prizes will be awarded 
to those having the closest figure and best accompanying letter. 


Your entry must be postmarked before midnight, February 24th. 
Address it to The Herald-American, or to any office of the Rodney 
FE. Boone Organization. Media Records will be the final judge. 
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